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Bigger Audience, 
Lower Rates! 



J 



F you're gunning for sales, here arc two weapons that never mi. — 



J 1 

-*- The first, KOW II, which lias a share of audience which sur- 
passes her nearest competitor by a full twenty points! .']."> quarter 



hours weekly collect 50% or more of the radio audience available 

And remember — with ratings of over oO'Jt. your spots on KoWJI 
often reach more people than if you had purchased equal time on 
all the other Omaha, Council Bluffs stations combined .' 
But for a real surprise, cheek those low rates! 

Represented Nationally 
Bv The BOLL1XG COMPANY 



isn't Aim This at Anyone . . . IT'S LOADEDl 




IF you're shooting the works in Xew Orleans, pull the trigger on 
WT1X! 

First by a wide margin of the seven independents, WTlX has come 
a long" ways in just seven months under new management. One net- 
work station rates higher in the morning, and two in the afternoon 
. . . by a small margin; but they didn't build Rome in seven months 
either. 

But man, those rates! On a eo>t-per-tliousaiid basis, WTIX is al- 
ready the best buy in New Orleans! Check your Hooper*, and 
you'll want to cheek with WTIX's 

National Representatives* 
ADAM J. YOUNG JR. 



Bigger Audience, 
Lower Rates! 




HOW TO GET RID 
OF HUCKSTERS 



I 
I 



page 27 



Auto manufacturers 
turning. -err masse 
tft radio and tv 

page 30 



■A we-ek at BBDO 
Part II df AM- 
scenes, story 

page 33 
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MEDIA BOARD'S 
CONCLUSIONS 

page 36 



Jjfeff- »af to buy 
raiio-tV: as a 
Sunday supplement 

pajge 38 



"I say ratings 
are opinions": 
Joe Ward 

page 40 



Tv Comparagrapf 



reflects changing 
network sahe-duJe-s 



page 65 



BALTIMORE 

the city of row houses: I. 




Baltimore's miles and miles of row houses 
are just one thing that makes this city dif- 
ferent from every other big city market in 
America. 

IT'S A COMPACT MARKET! 

More than l'a million Baltimoreans are 
packed into an unusually small geographical 
area. You don't have to pay for a powerful, 
expensive radio station to reach these people 
effectively. W-I-T-H will do the whole job 
for you at a fraction of the cost. Because 



NIELSEN SHOWS W-I-T-H FIRST IN 
BALTIMORE CITY AND BALTIMORE COUNTY 

The latest Nielsen Coverage Service proves 
that the weekly daytime circulation of 
W-I-T-H is greater than any other radio or 
television station in Baltimore City and 
Baltimore County. 

That's just one fact in this amazing sur- 
vey. A call to your nearest Forjoe man will 
bring you the whole story. 



IN BALTIMORE 



TOM TINSLEY; PRESIDENT 




REPRESENTED BY FORJOE & CO. 




4 ways to lick 
air hucksters 



Detroit Council 
includes radio 



Station off air, 
ratings stay up 



SPONSOR honors 
108 tv pioneers 



Billings abroad 
reported rising 



SPONSOR conferred with industry leaders concerning problem of huck- 
sterism, especially in radio, tv. Here are 4 ways you can cooperate 
to eliminate practice: (1), If you're agency, work with 4A's Inter- 
change which seeks to eliminate objectionable advertising; (2) if 
advertiser, live up to your industry code; if no co d e, get one writ- 
ten ; (3) if broadcaster, follow radio and tv codes; (4) all 3 groups 
support Better Business Bureaus. See article page 27. 

-SR- 

Sign of times: Detroit Television . Council has just unanimously voted 
to change name to Detroit Radio & Television Council. Win Holden, 
JWT, Detroit, radio-tv supervisor, is president. Council's sponsor- 
ing survey by 2 universities of housewives' opinions of tv commer- 
cials. Preliminary results: o pposi t e to critical reports Edward L. 
Bernays uneart h ed. Meeting voting name change heard SPONSOR'S Edi- 
torial Director Ray Lapica speak on "To hell with ratings." 

-SR- 

Speaking of ratings: Tv station manager told SPONSOR other day he 
was off air 3 hours one evening during previous winter and a ll 5 
local r at ing ser vi ces he uses ga v e him high ratings. He also types 
up schedule of all his shows and lists highest of 3 ratings. Then 
when "rating-happy" sponsor or agency insists on seeing rating, he 
can legitimately show him one — a good one. For why ARBI's Joseph 
Ward thinks ratings are "opinion, " see article page 40. 

-SR- 

108 tv pioneer stations honored at SPONSOR dinner eve of NARTB con- 
vention in Chicago. Commemorative plaques were awarded, 
was Harold Hough, WBAP-TV, Fort Worth, general manager, 
was Earle Ludgin, ex-4A's chairman, president of Earle Ludgin Co. 
of Chicago. Nearly 200 persons attended. 

-SR- 

Intl. Advertising Assn. survey of 3,450 execs in spring showed 1954 
international ad expenditure would be higher than 1953 's $280 million. 
Average has been 1.9% of international sales volume. Larger share of 
'54 bill ings ex pe cted to go into r apidly growing air media abroad. 
SPONSOR will detail international air picture 28 June issue. 



Toastmaster 
Guest speaker 



Talent costs of soap operas on network tv average $9,570 weekly 



Out of the II daytime soap operas (15 minutes across-the-board] 
currently on network television, nine are sponsored (four of them by 
Procter & Gamble, radio's lion among soap opera sponsors). Seven of 
the sponsored strips are on CBS, two on NBC. Costs of tv soapers 
range from $8,500 to $10,000; the average cost is $9,570 weekly. The 
average cost of a soap strip on radio is $2,850 per week. 

Sample listing of some tv five-a-weeks with typical talent costs ap- 
pears at right. Listed by time of day, a complete roster of all shows 
on the four tv networks along with costs, sponsor, agency, other data, 
appears in the Tv Comparagraph on page 65. 



Valiant Lady $10,000 

Love of Life 8,500 

Search for Tomorrow 8,500 

Guiding Light 10,000 

Brighter Day 9,000 

Portia Faces Life 10,000 



SPONSOR. Volume 8. No. 11. 31 May 11)51. Published biweekly by SPONSOR Publications. Inc.. at 3110 Elm Ave.. Baltimore. Md. Executive. Editorial. Advertising. Cir- 
culation Offices 40 E. i9th St.. New York 17. $S a year in U. S. $9 elsewhere. Entered as second class matter 29 January 1919 at Baltimore. Md. postofflce under Art of 3 March 1879 



HI !l»OK I TO SPONSOHS for a 1 .flay !!>.» 1 



Weekend radio 
keeps growing 



Car advertising 
up to $636 mil. 



$1.2 million set 
by tea for tv 



Toni steps up 
air campaigns 



All 3 films 
O.K.'d for tv 



6 media advisers 
offer conclusions 



More attention will be paid by advertisers, networks, stations to 
radio audience in cars this summer than ever. BAB expects 2 8,500, 000 
radio-equipped autos on roads mid-1954. NBC Radio will again air 
"Roadshow" and "Weekend," multi-hour participation shows aimed at 
motorists. CBS Radio will feature "On a Sunday Afternoon." Many lo- 
cal stations, especially indies, stepping up weekend service program- 
ing, preliminary returns to SPONSOR survey show. Full report 14 June-. 

-SR- 

Add $415 million auto companies (and dealers, through co-op funds) 
spend, plus $221 million dealers spend on their own, and you get 
$636 m i llion goin g into car advertising this year — more and more into 
air. Examples: Olds will pay about $3.6 million for NBC TV's upcom- 
ing fall spectaculars (once a month). Chrysler's buy of CBS TV's 
hour-long Thursday night extravaganzas next fall considered just be- 
ginning. Chrysler wants more tv, also interested in radio. Ford 
may buy another show, has "Ford Theatre" on NBC TV. Four auto com- 
panies using Keystone. See story page 30. 

-SR- 

Tea Council's 100% all-tv iced tea campaign gets under way tomorrow 
(1 June). Council's upped annual ad budget by 33%, will spend $1. 2 
m illion on spot tv on new, all-year- 1 round basis (througn Leo Burnett,. 
Chicago). Heretofore it dropped out between seasons. 

-SR- 

Toni entering cosmetic field with first non-hair product, Viv, new 
lipstick with copy theme, "Never before a lipstick so red." Will 
d evote major part of | 5 m il l ion Vi v ad budget to radio-tv. Toni, Gil- 
lette division, now has 19 shows. By July will have 14 radio quarter 
hours weekly, 15 on tv ; by October, it will have 22 radio quarter 
hours weekly, 21 on tv. Agencies: Weiss & Geller, Tatham-Laird , 
Leo Burnett. 

-SR- 

SP0NS0R reporter saw all 3 leading color film processes in sequence 
on tv screen with execs from 27 agencies at first closed-circuit 
telecast of 55 commercial products at NBC New York studios. His 
report: Eac h p rocess — Kodachrome, Eastman, Technicolor — giv es your 
product desir a ble pic ture. M. Peter Keane, technical director of 
Screen Gems, which filmed products, conducted session. 

-SR- 

Six of SPONSOR'S 12 advisers for All-Media Study do some concluding 
in media article page 36. Last 6 will speak next issue. In "Do 
radio and tv move goods?", Part 23, 17 May, invention of "feelies" 
was attributed to George Orwell, author of "1984." It was Aldous 
Huxley in "Brave New World." St eve Di etz o f HOBM caught this one. 



\ew national spot radio and tv business 



SPONSOR 



American Brewing Co, 
New Orleans, La 

Du Pont, Wilmington, 
Del 

J. H. Filbert. 
BaltimO'C 



PRODUCT 



Regal beer 

Zcronc, Zcrci 

Mrs. Filbert's 
mayonnaise 



Polaroid Corp, Boston New camera 



Polaroid Corn Boston 
Simonii Co, Chi 



Mew camera 
Simoniz non-scuff 
floor wax 



AGENCY 



Tracy-Locke Co, 

Dallas 
BBDO, NY 

SSCB. NY 

BBDO. NY 

BB^O. NY 
SSCB, NY 



STATIONS-MARKET 



CAMPAIGN, start, duration 



SO radio stns in 3 southern states I Radio: Musical jingle by Phil Davis: 

mid-lune, 13 wks 

117 tv mkts Tv: 15-min football prediction film 

show, one-a-wk; Oct; 10 wks 

25 eastern radio mkts .Radio: min anncts; end of May; 6-12 

wks 

IS major mkts ' Radio: min anncts; chn-brks; 14 June; 

2 wks 

15 larec tv mkts Tv: min anncts, chn-b'ks;l J lunc. 2 wkt 

12 scattered radio mkts Radio: min anncts, chn-brks; end of 

|unc; 11 wks 



5879 
is a lot of 
kings and queens 
JUNIOR CARNIVAL size 



0 



)NE mention of a free comic hook offer on Junior Carnival, Sunday— 
Mat) 4 W>4 from 5 to 6:00 PM, brought 5879 postcard and letter requests. Here is the count}) 

breakdown : 



NEW YORK 



NEW JERSEY 



BRONX 

KINGS 

NASSAU 

NEW YORK 

ORANGE 

QUEENS 

RICHMOND .... 

SUFFOLK 

WESTCHESTER 



CONN. 



FAIRFIELD 



675 
1392 
464 
455 

5 

868 
93 
175 
146 

4273 
146 



BERGEN 

ESSEX 

HUDSON 

MERCER 

MIDDLESEX ... 
MONMOUTH 

MORRIS 

PASSAIC 

SOMERSET 

SUSSEX 

UNION 



TOTALS 



NEW YORK 



4273 + NEW JERSEY 



1460 



CONN. 



146 



245 
376 
230 
9 
113 
83 
30 
107 
9 
5 

253 
1460 



5879 



. . . for availabilities — phone or write 

in new york BArclay 7-3260 in new jersey Mitchell 2-6400 



watv 



channel 




TELEVISION CENTER 

NEWARK, NEW JERSEY 



REPRESENTED BY WEED TELEVISION CORP. 



31 MAY 1954 
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ARTICLES 



DEPARTMENTS! 



Who are the radio ami tv '"hucksters?'" 

Biggest controversy in the ANA and 4A's today is what to do with "hucksters" 
and "weasels." What can agencies, advertisers, media do? How are they 
harming radio and tv? SPONSOR presents round-up of opinion 



Cars on the air 

Auto companies are making cars almost as fast as they were year ago — but 
they're having a harder time selling them. For the first time, car manufacturers 
are turning en masse to radio and tv. Here's industry picture 



A week at Kit DO 

In Part II of behind-scenes visit to top agency in air billings, Senior Editor 
Jaffe sits in on "brainstorm" session where everyone says what he thinks on 
client's problem, visits tv commercial rehearsal of "Home" show 



so 



33 



TIMEBUYERS 

NEW & RENEW 

AGENCY AD LIBS 

49TH & MADISON 

MR. SPONSOR, Terry Cunningham 

P. S. 

NEW TV STATIONS 
TOP 20 TV SHOWS . 
RADIO RESULTS 

AGENCY PROFILE, Bryan Housto% 

sponsor asks ■. . „ 

round-up 
tv comparagraph 

newsmakers , 

sponsor speaks .._ 



f. lledia Advisory Board draws conclusions 

Six of 12 admen on SPONSOR'S Media Advisory Board contribute opinions and 
conclusions about media series, cover topics omitted, submit their own thinking 
on media evaluation problems 



.Yen* inn/ to f>i(i/ radio-tv: as a S umla u supplement 

Travel advertisers saturate New York area economically with 144 hours of 
programing in one weekend. New trend in local radio may be underway 



I sau ratings are opinions: Joe Ward 

President of ARBI examines differences batween media measurements based on 
ratings and those based on sales, asserts advertising has not kept pace with 
marketing developments in the use of scientific methods 



COMING 



Should talent sell? 

This controversial question will be the subject of a lively debate between Vic 
Ancona of American Machine & Foundry and SPONSOR'S Bob Foreman. 
Comments from some talent will also be included 



Wlii/ M i/(/ro«f puts over SI million in spot radio 

Of its $3.3 million ad budget, Wildroot spends 35% on spot radio. Here are 
details on the initial tests, the results and air technique employed 



How to use kids to sell adults 

Leo Burnett agency is furn'sSing facts and figures for article on how appeals 
to children have successfully been used on radio-tv to sell goods to adults 
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ll illinni i'r»o»Mr, A. W. Aver, Xeu York, 
feels that the accumulated market knowledge time- 
Liners acquire is too often wasted because time- 
buyers are so rarely called into fire-campaign 
meetings with account executives and clients. "We 
ought to get together more often with the programing 
people, too. before the length and format of a show 
is decided," Bill told sPonsou. "That way we 
could help guide decisions about a campaign before 
it begins. Maybe a participation in a half-hour 
cooking show would be better than a film show." 



Hichai'l Jnmt'.v, Ted Hates, .\ew York, com- 
plains that he's too busy to go home since 25 April. 
"Tv stations just don't seem to be able to get 
together on the meaning of daylight saring time," 
says he. "For example we bought on a 52-week basis 
for one client in order to keep a 9:00 p.m. time 
franchise. Well, some stations shitted us to 8:00 p.m- 
with the same adjacencies — which was O.K. with us. 
Hut other tv stations kept us in the 9:00 p.m. slot, 
right next to a network shmc sponsored by our 
client's competitor. I'm still reshuffling schedules!" 



Ware* IV/ihiii. Uancer-Fitzgerald-Sample, i\eu 
York, claims that, in many instances, the high cost of 
tv has seasoned air advertisers to spend more 
money in radio as well. "They're learned that 
radio's new place in advertising can be as important 
as its pre-tv place had been," Date adds. "On a 
cumulative basis oj several weeks radio can deliver 
more audience nationally than tv does — that is, in 
terms of audience turnover." Dave feels that an ad- 
vertiser can capitalize on radio only when he under- 
stands the new specialty medium that it has become. 



Still ,Tf iirplii/. Denton «£ Howies, \ew York, has 
a gripe against "insufficient and unscientific re- 
search." As he puts it, "pseudo-research in 
circulation is a continuing problem. Reliable research 
is a direct road to more effective media buying," 
Hill feels that the Advertising Research Foundation 
offers agencies the opportunity to get good and 
standardized research data, be it station coverage 
figures or program ratings, lie urges that agencies 
support ARF in its attempts to standardize research 
"to put medii research on its proper scientific basis." 
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WKRC 

the Kin g in the 





WKRC 



50,000 
A WATTS 
(CLEAR 
CHANNEL) 



B 5,000 
WATTS 



C, 50,000 
WAns 



WAns 




I 

I 



84.2% FIRSTS 



10% FIRSTS 



2.9% FIRSTS 



2.9% FIRSTS 



NO FIRSTS 




WKRC RADIO reigns in 

Cincinnati in Quarter Hours 
Monday through Friday * 



Kenneth W. Church 
National Sales Manager 
Radio Cincinnati, Inc. 



All top ten daytime and nine of the ten top night 
time shows are heard over WKRC-Radio* 



** Based on 70 one quarter hours daily 6 A. M. 'till midnight. Two 
quarter hours showing tie ratings not included. 

* January- February 1954 Pulse. 



REPRESENTED BY THE KATZ AGENCY - CBS RADIO NETWORK 



31 MAY 1954 
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3" 6' 9" 12" 15" 18' 21 : 
ANGLE BELOW HORIZONTAL 



Vertical Field Pattern of new RCA TF-12BH 50-kw 
antenno. Note complete absence of vertical nulls. Operoted 
in conjunction with on RCA 50-kw TT-50AH transmitter, this 
antenno will "saturate" yaur service area with strong signals. 



RCA 50-kw VHF transmitter. TT-50AH Now in 

regulor production, this transmitter is the ultimote in high 
power far channels 7 to 13. P.A.'s operate with standard 
power tetrodes (obtained from any RCA Tube Distributor). 




an entire service area 

(CHANNELS 7 TO 13) 




GOOD SIGNA 




™D I0OD0; I 

WW, oodddiv^; 



0 I 



.008 



iifn 




RCA's new 50-kw VHF transmitter, and an RCA TF-I2BH 
Superturnstile antenna, will "flood" your service area 
with strong signals — close in AND far out ! 



Tailored to "consultants' specifications," RCA's 50-kw 
antenna-transmitter combination is your answer for maxi- 
mum ERP and "saturation" coverage on channels 7 to 13. 

"Rain" your signals in all directions! 

No need to "beam" to reach specific areas. You get satura- 
tion everywhere — close in and far out. Reason: RCA's 
TF-12BH high-gain antenna delivers two to three times 
the required field strength — even in minimum signal areas. 
And it makes no difference whether you use an extremely 
high tower — or one of average height. This is the one 
transmitter-antenna combination that develops 316 KW 
ERP — with power to spare! 

Antenna System takes full 50-kw Input! 

RCA's TF-12BH high-gain antenna and antenna compo- 
nents will take the full output of the 50-kw VHF trans- 
mitter — with a high factor of safety. Designed for pedestal 



or for tower-mounting, RCA antennas withstand windloads 
of 1 10 miles, and more. A unique switchable feed system 
enables you to switch power from one part of the antenna 
to another QUICKLY — an important advantage that will 
keep you on-air during an emergency* 

A 50-kw VHF System— completely matched! 

RCA can supply 50-kw systems matched precisely for peak 
performance — from antenna, transmitter, transmission 
line, fittings, tower, r-f loads, wattmeters, and diplexers — 
to the hundreds of individual components required by the 
carefully planned station plant. 

Qualified planning help is vital! 

For experienced assistance in planning a transmitter- 
antenna system that will literally "blanket" your service 
area with strong signals, call your RCA Broadcast Sales 
Representative. He knows systems-planning from A to Z. 



RCA PIONEERED AN& DEVELOPED COMPATIBLE COLOR TELEVISION 



RADIO CORPORATION of AMERICA 



ENGINEERING PRODUCTS DIVISION. 



CAMDEN, N.J. 





YOU MIGHT SWIM THE CHANNEL 
IN 12 iiliS., i:t iMINS.*- 

IH T YOU NEED WJEF RADIO 

TO SET RECORDS 
IN GRAND RAPIDS 



CONLAN RADIO REPORT 
METROPOLITAN GRAND RAPIDS 
NOVEMBER, 1953 





Morning 


Afternoon 


Night 


WJEF 


29.6% 


30.8% 


33.1% 


B 


26.3 


22.8 


28.6 


Others 


44.1 


46.4 


28.3 



WJEF i> the Number One Nation in Metropolitan Grand 
Rapid;- — Western Michigan"? Numher One market. 

There are 116.o70 radio homes within W JEF'? Metropolitan 
Grand Rapid** Area. Conlan figures, left, .-how that WJEF 
gets 12.6Cr more morning listeners than the next station 
25.2 r r more afternoon listeners and 9.0 f i more evening 
!i.-teners. And WJEF costs less, morning, afternoon and night! 



4/ 



rj> 
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WKZO — KALAMAZOO 
WKZOTV — GRAND RAPIDS-KALAMAZOO 
WJEF — GRAND RAPIDS 
WJEF Fm — GRAND RaPIDS-KALAMAZOO 
KOLN — LINCOLN. NEBRASKA 
KOLN. TV —LINCOLN. NEBRASKA 

Attoodttd ».*h 
WMBD — PEORIA ILLINOIS 




CBS RADIO FOR GRAND RAPIDS AND KENT COUNTY 

Avery- Knodel, Inc., Exclusive National Representatives' 

'This women's record lor the hnghsh ( hannrl nas set In Uremia Usher of England, ill If SI , 

SPONSOR 
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3 1 MAY 1954 



1. 



New on Radio Netivorks 



1 



t 



SPONSOR 


AGENCY 




STATIONS 


PROGRAM, time, start, duration 


Bridgeport Brass Co, 




Hazard Adv Co, NY 




MBS 


504 


Multi-Message Plan; M-F 8-8:30 pm; 22 |une; 


Bridgeport, Conn 












thru summer 


Carter Prods, NY 




SSCB, NY 




ABC 


100 


Martin Block Show; M-F 2:35-4 pm; one-min 
partic in M, W, F shows; 3 May; 22 wks 


Eversharp Inc, Chi 




Biow, NY 




CBS 


205 


Arthur Godfrey Digest; F 8:45-9 pm; 28 May; 
4 wks 


General Foods, NY 




Benton & Bowles, NY 




CBS 


118 


Galen Drake; Sun 8:55-9 am; 18 April; 37 wks 


General Mills, Mpls 




D-F-S, NY 




ABC 


170 


Silver Eagle; T, Th 7:30-55 pm; 1 ]une; 52 wks 


Gillette Safety Razor 


Co, 


Maxon, Detr 




CBS 


205 


Belmont Stakes; Sat 4:30-5 pm; 12 June only 


Boston 












Merit Greeting Card 


Co, 


Louis F. Herman, Newark, 


ABC 


105 


Martin Block Show; M-F 2:35-4 pm; one-min 


Newark, NJ 




IMJ 








partic in M-F 3:50-45 pm se?; 26 Jul; 13 wks 


Miles Labs, Elkhart, 


Ind 


Geoffrey Wade, Chi 




MBS 


473 


Break the Bank; M-F 12-12:15 pm; 3 May; re- 
places Curt Massey Show 


Pan American Coffee 


Bur, 


Cunningham & Walsh, 


NY 


MBS 


504 


Multi-Messsge Plan: Mickey Spillanc, T 8-8'30 


NY 












pm; Official Detective; Th 8-8'30 pm; 4 May; 
52 wks 


ReaLemon-Puritan Co 


Chi 


Rutledge & Lilienfeld, 


Chi 


ABC 


330 


Breakfast Club; T, Th 9-9:15 am seg; 1 June; 












52 wks 


Safeway Stores, Table 


Hoefer, Dieterich & 




ABC 


84 


No School Today; Sat 10-10:30 am; 15 May; 


Prods Div, SF 




Brown, SF 








52 wks 



Renewed on Radio Networks 



SPONSOR 


AGENCY 


STATIONS 


PROGRAM, time, start, duration 


American Tob Co, NY 


SSCB, NY 


NBC 


200 


Big Story; W 9:30-10 pm; 8 Sep; 39 wks 


General Mills, Mpis 


D-F-S, NY 


ABC 


170 


Lone Ranger; M, W, F 7:30-55 pm; 28 May; 52 
wks 

Arthur Codfrey; T, Th, alt F 10:30-45 am; 3 June; 
52 wks 


General Motors, Frigidaire 
Div, Detr 


FC&B, Chi 


CBS 


200 


Gillette Safety Razor Co, 
Boston 


Maxon, Detr 


ABC 


342 


Gillette Cavalcade of Sports; F 10 pm to concl; 
thru June '54 


Liggett 6 Myers Tob, NY 


Cunningham 6 Walsh, NY 


NBC 


200 


Dragnet; T 9-9:30 pm; 28 Sep; 52 wks 



(See page 2 for New National Spot Radio and Tv Business) 

National Broadcast Sales Executives 

NAME FORMER AFFILIATION 



NEW AFFILIATION 



A. N. Armstrong Jr 
Jon W, Barkhurst 

Lynn Barnard 
Wade Barnes 
Ralph M. Baruch 
Joseph Carleton Beal 

Frank Browne 
jack L. Brumback 
Robert W. Cessna 
Don L. Chapin 

Keith Culverhouse 
William E. Daley 
John W. Davis 
Harold Dedrick 
Ralph Dennis 
Harmon Duncan 
George R. Dunham 
H. J. (Jim) Eells 
William Finkeldey 



WCOP, Boston, gen mgr 

ABC Western Div, Hywd, dir radio prom & 

publicity 
H-R Tv, NY, acct exec 
Consolidated Tv Sales, acct exec Chi office 
Consolidated Tv Sales, NY, eastern sis mgr 
Own tv prodn bus, NY 

WJTV, Jackson, Miss, comml mgr 

Ziv Tv, SF, acct exec 

WFYC, Alma, Mich, vp, gen mgr 

Tri-State Net (WKRC-TV, Cinci; WHIO-TV, 

Dayton; WTVN, Columbus), coord dir 
WABC-TV, NY, asst mgr sis devel 
WTCN. WTCN-TV, Mpls, acct exec 
Blair-Tv, mgr Chi office 
WKY, WKY-TV, Okla City, assoc farm dir 
Katz Agency. NY, acct exec 
WTIK, Durham, NC, head 
WCBS-TV, NY, gen sis mgr 
Los Angeles Drug Co, LA, nat sis mgr 
CBS TV Film Sales, NY, acct exec 



WEAN, Providence, Rl, gen mgr 

KCO, KCO-TV, SF, dir prom, publicity, mdsg for 

radio & tv 
ABC, NY, jc:t exec radio net sis 
Cen Teleradio, Film Div, Chi office, acct exec 
CBS TV Film Sis, NY, acct exec 
World Wide Bdcstg System (WRUL), NY, mgr 

new public serv div 
KBMT, Beaumont, Tex, comml mgr 
UTP, hd new SF office 
WSAM, Saginaw, Mich, vp, gen mgr 
Same, dir natl sis, hq NY 

WPIX, NY, dir sis presentation 

Same, sis mgr 

Same, vp 

Same, farm dir 

H-R Tv. NY, acct exec 

WTVD, Durham, NC, pres 

WNBF, WNBF-TV. Binghamton, NY, gen mgr 
TPA, NY, acct exec mtn states, hq Denver 
Cen Teleradio Film Div, NY office, acct exec 



► 



In next issue: New and Reneiced on Television (Network) ; Advertising Agency Personnel 
Changes; Sponsor Personnel Changes; Station Changes (reps, network affiliation, power increases) 







Numbers after names 
refer to New find Re- 
new category 

J. If . Barkhurst < i) 

Harold Dedrick (3) 

Robt. IT. Cessna '3> 

R. H. Cedney f 3 » 

Don L. Chapin < 3) 
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.Yfff ifiiirif ltrinnlvast Sales Executives (cont'tl.) 

NAME FORMER AFFILIATION 



NEW AFFILIATION 



|oscph C Fisher 
John Donald Foley 
Richard H. Cedney 
Al Godwin 
Cone Grant 
R]y Grant 
Murray Cross 
Robert P. Hardin 

Elihu E. Harris 

B. |. Haiiscr 
Richard E. (ones 
Peter B. Kenney 
William Kreitncr 
Patt McDonald 

Harry K. McWilliams 
Arch L. Madscn 

Howard W. Masch- 

mcicr 
Donald N. McClure 
Daniel Miller 
R E. Miscner 
Charles E, Morin 
George Nickson 
Thomas S. 0 Bncn 

| William Quinn 
Feter M. Robeck 
John Rossiter 
Robert W. Schellenbcrg 
Charles E. Scitman 
Frank Shakespeare |r 
John J. Signor 
Henry T. Sjogren 
Warren Stcibcl 
D C. Summerford 
Ray Wild 



WENR-TV, Chi, gen sis mgr 
WCBS Radio. NY, prom mgr 
Consoliditcd Tv Sales, western mgr 
Ziv district rep southeast div 
KB'.D-TV, Fresno, Cal, sis mgr 
KB!F, Fresno, Cal, acct exec 

CBS Radio Spot Sis, NY, copywrtr sis prom dept 
ABC, LA. publ dept 

Tre.iS Dept. US Savings Bonds Div, natl dir adv 
0 prom 

MBS, NY, vp chg coop prog dept 

Large mfg concern, sis mgr 

WKNB. WKNB-TV, Hartford. Conn, gen mgr 

NBC Spot Sis, NY, res supvr 

WHHM, Memphis mgr 

Screen Cems. NY, chg proml activities 
KOVO, Provo, Utah, vp, gen mgr; also BAB bd 
of dir 

WFIL, Phila, asst to gen sis mgr 

McCann-Erickson. NY, dir radio-tv prodn 
KCOP, Hywd. hd sis serv dept 
lames Lovick Adv, Toronto, acct exec 
Consolidated Tv Sales, LA, acct exec 
KBIF, Fresno, Cal, mgr 

NBC O&O Stns, NBC Spot Sis, NY, asst div bus 
mgr 

WBTV, Charlotte, NC, prog supvr 

Consolidated Tv Sales, NY, gen sis mgr 

W)TV, Jackson, Miss, gen mgr 

WTOP Radio, Washington, DC, acct exec 

World Bdcstg, NY, acct exec 

CBS Tv Spot Sales, NY, acct exec 

Phila Distribs, Phila, adv & sis prom mgr 

NBC O&O Stns, NBC Spot Sis, div bus mgr 

Y&R, NY, mdsg plan writer 

WKLO, Louisville, Ky, tech dir 

UTP, Dallas, fex, mgr 



KHOF, Stockton, Cal, »en sis mgr 
CB5-owned Tv Stns, NY, dir prom services 
MPTV Film Synd Div, NY office, acct exe 
MPTV, Film Synd Div, Atlanta, southeaster 
Same, dir sis 
Same, sis mgr 
WCBS Radio, NY. prom mgr 
Same, dir prom & publicity, ABC Western i 

KABC, LA 
Screen Gems. NY, dir adv & proms 

Same, vp chg devel div 

KXLY, KXLY-TV, Spokane, Wash, sis mgr 

Same, exec vp 

WNBC Radio, NY, acct exec 
CKNW, New Westminster, BC, imgr & ivM 
sultant 

Air Programs, NY, pres. gen sis mgr 
BAB, NY, dir memb service 

WFIL, WFIL-TV. exec a«t to geir mgr 

Bonded Tv Film Serv, NY, gen sis mgr 
Same, acct exec sis dept 
CFCF, Montreal, asst mgr 
Gen Teleradio, Film Div, LA office acct exe 
KBIF, KBID-TV, Fresno, gen mgr 
Same, bus mgr 

WBTW. Charlotte, NC, mng dir 
Gen Teleradio, Film Div, NY, sis mgr 
KBMT, Beaumont, Tex, gen mgr 
Same, sis mgr 
WINS, NY, acct exec 
WCBS-TV, NY, gen sis mgr 
KYW, Phila, adv & sis prom mgr 
WMAQ, WNBQ, Chi, asst gen mgr 
NBC Film Div, NY, asst mgr adv 
Same, gen mgr 
Same, southwest regl mgr 
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~\ew Ayency Appointments 



SPONSOR 



PRODUCT (or service) 



AGENCY 



Aladdin Prods. Chi 

Fred Astairc Dance Studios, NY 
America's Future, Inc, Cinci 

Duff Baking Mix Corp, Newark, N| 

Ceneral Baking Co, NY 

General Electric Air Cond Div, Bloomfield,, 
N| 

Fred Koch Brewery, Dunkirk, NY 

Pearson Pharmacal. NY 
Pearson Pharmacal. NY 
Pcr'css Electric. NY 



Aladdin Cleaner 

Fred Astaire Dance Club plan 
Non-partisan educl fdtn for prom of apprec 
of US Covt 

Pie and cake mixes 

Adv, sis prom of new Spartanburg, SC, plant 
of co (makers of Bond bread) 

Home Heating & Cooling. Comml Prods, and 
Weathertron depts 

Koch's GoMen Anniversary Beer. Lager Beer, 
Pilsner Beer, Deer Run Ale 

Ennds Chlorophyll tablets 

Eye-Gene eye lotion 

B-oil-Quik infra-red broilers 



Roberts, MacAvinche & Seni 
Chi 

Sterling Adv, NY 

Ralph H. |ones, Cinci & Nt 

Doherty, Clifford, Steers & 
Shenficld, NY 

Henderson Adv, Greenville, S( 

Ruthrauff & Ryan, NY 

James C, J. Wells. Buffalo. N 

Donahue & Coe, NY 
Al Paui Lefton. Phila 
Hicks & Creist. NY 



Numbers after names 
refer to New and Re- 
new category 

II. If . Mnsrhmeiei t.'Jl 
Murray dross ( .'! ) 
Joseph (.. Ural 1 .1 1 
//. K. M< II ill Kims < i I 
I'.llhu h. Harris <.'{) 



I). \. Mi I lure 
Rohert Struhle 
John Rossiter 
trunk lirount 
II. I.. Ihiiuan 



■ ;*) 

1 3 1 

i .It 
Oi 
1 3 1 
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nothing 'Works Isike TlVant manship 



JAJant manship is as inside as an urge. It's the Crosley Group's dynamic new dimension in 
selling. Typical of the Group, WLW-A, Atlanta, not only creates the wants but also 

merchandises with you to the point-of-.ro/c?. Want manship explains why the Crosley Group 
makes more sales faster, at less cost, than any other medium or combination. 




WLW 


Radio 


WLWA 


Atlanta 


WLW-C 


Columbus 


WLW-D 


Dayton 


WLWT 


Cincinnati 



Exclusive Sales Offices: 

New York, Cincinnati, Dayton, 

Columbus, Atlanta, Chicago, Hollywood 




> 1 954, The Crosley Broodcosting Corporation 




] 



250 million pounds of sugar — that is the annual 
production of Nebraska's sugar refineries. The mil- 
ion tons of sugar beets grown every year put the 
state fourth in the nation's sugar production. The 
beet sugar industry is a rich bonus to Nebraska's 
corn, wheat and cattle — and the multi-million dol- 
lar sugar industry is a valuable extra in Big Mike's 
Midwest Empire. Nebraska's farms and factories de- 
pend on Big Mike, the 50,000 watt KFAB, for service 
and entertainment all over this vast area. For the 
Big Mike story, talk to your Free & Peters representa- 
tive, or contact Harry Burke, General Manager. 



\ \\ \\ \ I ' I i I 



Big Mike is the physical trademark of KFAB 
Nebraska's most listened-to-station 




PO WATTS OMAHA CBS RADIO 




by Bob Foreman 

If, in normal life, it is true that familiarity breeds con- 
tempt then the most abnormal form of life yet discovered, 
television, is achieving much more varied and complex re- 
sults. Familiarity works both for and against us in television. 
By "us" I refer to talent as well as advertiser. 

At first, familiarity is much to be desired. A new piece of 
talent, a new situation comedy format, a new quiz game all 
suffer in differing degrees until they "get established." This 
simply means until folks become sufficiently acclimated to 
them to know where they are located, to look forward to them 
each week and to put out the welcome mat for them. There- 
fore, if the show is to be a success, familiarity is highly de- 
sirable; in fact, it's essential. 

For this reason alone, the situation type of program gen- 
erally will outpull the anthology show. Only minor excep- 
tions to this principle are apparent in the medium. The an- 
thology or disconnected series of dramatic fare gives the 
viewer no opportunity to become familiar with anyone or 
anything. Thus the appeal of novelty and change-of-pace 
each week proves to be not as potent as familiarity of face 
and format. 

Some anthology series attempt to solve this problem by 
employing an on-camera narrator; a host, as it is called. 
This chap (or Femnicee) goes part of the way in providing 
the continuity which the series lacks. As such it is a help. 
It also provides (assuming the host or hostess to be "name" 
talent) someone who can be billed in the newspapers, in pub- 
licity, or by word of mouth. , Another asset. However, the 
narrator often becomes a crutch for a weak story. Always, 
he steals valuable time which drama, in the half-hour length, 
can ill afford. 

Anyhow — familiarity is well worth achieving no matter 
what the technique. And for weeks, months, even years, it 
is one of the biggest assets a property has ta offer. Then 
something happens. 

How long this something takes, I can't say. I wish research 
had some answers but it is doubtful that any generality on 
this subject would be valid; each show probably differs. 
Somewhere along the course of its life span, however, famil- 
iarity starts to spawn contempt, to turn on its friends and to 
produce just the opposite effect it previously had. Instead of 

(Please turn to page 52) 



WENATCHEE 
WASHINGTON 



In si up 





KPQ's N.C.S. AREA 
GIVES YOU 





Re§. Rep.- Hugh Feltis, Seattle, Wash. 
Natl. Rep.- Forjoe Company, Inc . 
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H.D5 1 Posters each individually de- 

signed .mil built . . . came it> us in response 
ro 1 2 announcements. The announcement s 
were made on the WLS School Time Pro- 
gram ... time 1 : 1 5 to 1 .30 I\M. ... during 
dtree weeks from March 2f> to April 16. 

I'ach Poster represents many hours of 
time anil study . . . and the combined ef- 
forts ol entire school grades or classes . . . 
reflecting interested afternoon listen- 
ing and action on the part of close to 
1 ()().(>()(> students. 

Hut, that kind of responsive action is 
not unusual with WLS listeners. As a mat- 
ter of fact, it is quite typical and indicative 
of the results yon can expect from WLS 
advertising. 

We'll welcome the opportunity to show 
you more facts and figures. A test campaign 
w ill /not e what W'LS can do for you. Call 
us . . . or see your Blair man . . . today! 





Josephine Wetzler, WLS Educotionol Director, surrounded by some of the 
8,051 Posters entered in the WLS "Good Heollh" Posler-Slogon Contest, 



Radio reaches everyone, everywhere. WLS does so 
consistently, throughout midwest America, 

For example: 

Ten WLS announcements bring one advertiser 2,451 
requests for a booklet offered. 

-fa One WLS announcement brings 1,286 requests for a 
"do-it-yourself" instruction sheet. 

~*fa One WLS mention of a six-year-old Hebron (111. ) girl 
with polio brought her 5,060 cards and letters. 



Now Full Time . . . with more 
than 30 years conscientious service to 
Midwest Radio Homes 



8 9 0 K . C 



. 5 0,0 0 0 WATTS 



ABC A F F I LIAT E 




CHICAGO 7 
REPRESENTED BY BLAIR 
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iadis.ii 

sponsor invites letters to the editor. 
Address 40 E. 49 St., New York 17. 

ALL-MEDIA BOOK 

Please reserve this agency two cop- 
ies of your forthcoming hook. Media 
Basics. 

This is a noble service to the adver- 
tising industry and should strengthen 
the scientific use and resultfulness of 
the several media. 

Congratulations on your continuing 
good work in this field. 

Reid Webber 
President 

Webber Advertising 
Grand Rapids 

• The last article in the 26-part All-Media 
Evaluation Study will be published 28 June. The 
entire series will be reprinted in book form soon. 
You may reserve a copy liow by writing to SPON- 
SOR, 40 East 49th St., New York 17. Extra cop- 
ies of issues containing individual articles in the 
series cost 50c each. 



I would like to place an order for 
the first 13 of your published articles 
in your All-Media Evaluation Study 
and for the book containing all 26 ar- 
ticles,. 

David L. Hackett 
Assistant Advertising Director 
The Emerson Drug Co. 
Baltimore 



We would appreciate very much if 
you would have my name included on 
your list to receive two copies of your 
All-Media Evaluation Study which will 
he published in book form. Would 
you also invoice me accordingly. 

In the meantime, if copies are still 
available, I would appreciate very 
much receiving a copy of the article, 
"What's wrong with the rating serv- 
ices" which appeared in the Decem- 
ber 28 sponsor. . . . 

H. F. Chevrier 

Canadian Broadcasting Corp. 

Toronto, Ont. 



Have found your media study both 
invaluable and elusive — seems every- 
one has found a use for it. The prob- 
lem in our agency is that onl) I tore 
the series out of the magazines when 
it appeared. 

31 MAY 1954 



Would you he good enough to send 
ine a reprint of the entire series which 
I could file with our media informa- 
tion for general agency use — then 
maybe I'll get to use mine once in a 
while. 

James A. Boyce 
The Mautner Agency 
Milwaukee. 



Your media study is wonderful! 
Please put our name on the reser- 
vations list to receive this study in 
book form when it is reprinted. 

Jo Anne Rebstock 

The Armand S. Weill Co. 

Buffalo 



TV COMMERCIALS 

A client of ours who makes a con- 
sumer product and sells through retail 
stores has asked the rather impossible 
question, "What is the most effective 
type of tv commercial to use, assum- 
ing that you must use it over and over 
— and what does a tv commercial cost 
to produce?" 

We would therefore appreciate any 
help you can give us with the follow- 
ing questions: 

Is there any research that indicates 
the relative effectiveness of (1) slides 
with staff announcer; (2) filmed live 
action with lip synchronization; (3) 
filmed live action with narration be- 
hind film; (4) animated cartoons? 

If there is no research on this sub- 
ject, have you ever published anything 
about the personal feeling of large tv 
spot advertisers as to the effectiveness 
of these various types of commercials? 

Can you give us any relative com- 
parison of costs of production of vari- 
ous types of commercials? Do you 
have any information that indicates 
whether any one certain type of com- 
mercial wears better after repeated use 
than other types? 

H. S. Valentine Jr. 
Valentine-Radford Advertising 
Kansas City 

• SPONSOR has published numerous articles on 
tv commercials, the most recent of which, "Tips 
tf> beginners on how to make good tv commer- 
cials, ** appeared 22 Fchruary 1954. Reprints 
cost 20c each, quantity prices on request. 



SPONSOR REPRINTS 

Will you please send me price on re- 
prints of the article, "Radio set sales j 
had tv by 69% in big tv markets'* 
(January 25, 1954, page 30). May we 



KJEO-TV 

FRESNO, calif. 



Sorvot an 



EXCLUSIVE 
UHF MARKET 



ALL stations in the Fresna Trade Area 
are UHF stations. Los Angeles and San 
Francisca cannot possibly get into this 
area. The flat Valley topography, sur- 
rounded by mountains, and the 4400 
ft. height of the KJEO transmitter 
gives UHF every natural advantage. 




CHANNEL (47 
ABC-TV affiliate" 

GREATER Coverage 

SUPERIOR Reception 

Powerful new 12 KW transmitter 
now in operation with E R P of 

444.000 WATTS 

Covers ALL Central California's 
rich BILLION dollar market. 

106,558 sets 

March 1954 
REPRESENTED NATIONALLY BY 

THE BRANHAM COMPANY 

Offices In Leading Cities 



O'NEILL BROADCASTING CO. 
FRESNO. CALIFORNIA 
P. O. Box 1708 Phone 7-8405 

J. E. O'Neill. President 




INDEPENDENT 

AUDIENCE POWER 

BEATS NETWORK 

KILOWATT POWER 
///// 

why pay for 
50 KW when 
fower-cosf KYA 
has the audience? 




HIT WINN, will out your commercial 
rmim|i smock-dob In tho middle of 
f hit 4-6 P.M. portal, whin KYA It to. 
not. Lot our roprotontottvot toll you 
fho KYA story. 




ii I — < * liu\c three copie- of "Radio and 
Tv Director)'* ll understand lhe>e are 
free of charge to sub*eril>er* I and one 
cupv. of the article. *'\\ hat a media di- 
rector wrote hi- client about nighttime 
-pot radio" I September 21 , 1953, page 
ill. 

^1 on mentioned in a recent is-ue that 
\ ou have many articles available on 
the subject u[ radio'* vilalilv in tv mar- 
ket-. Will von please <iive the name*, 
of a lew of the-e? 

Item \i. Uo-s 
// COL 

Columbus 

• V ri>iuplt'li' tif atailaMi- rt-|>rint* an«l 
ollirr K|H-rlal liookli Is. *ith |>rlri>s ( a|»p«"ar& in tlir 
17 Via* I'i.^l (irtii'lf i- ri t It 1 cil . "(!iiri yon i»*te llie«.r 
Sl'ON-nK r«|irim.'f 

BACK ISSUE 

Could we have a copy of SPONSOR, 
\ugust 10, 1953? We are willing to 
pay the normal "back issue" charge. 
Our regular subscription copy has van- 
idled! 

V. 1). L. Dvek 

MucLaren Advertising Co., Ltd. 
Toronto, Out. 

• t!\lra copii-* of liark N>ues a( SPONSOR. 
Mlit-n ll* ailalilr, co-t J>Or earll. 



TV RESULTS 

.May we ask \our help? 

We are trying to obtain fairly cur- 
rent case histories of success stories 
on sponsors of television programs. 

We are particularly interested in 
facts that show how salc> have in- 
creased through the use of television. 
A 1*0. we would like to know the cost 
factors involved, if possible perhaps 
expenditures on television or costs per 
v iewer. 

Anv information vou inisiht have on 
this subject would he most helpful. 

Mel Li cas 
Ilonig-Cooper Co. 
Seattle 

9 'I In' 1 *>."»"* i-iIhTon i»f "T* Ht'Milln** runlain> 
ru|i«i>li*il t% Micrc« >Ii»rir<k. will l»r out I July. 

ll i» ;i\nila)>l<* fr f rharpc In «-nl»*crihcrs. K\- 

Ira cn|»I*** ro»t S I i-arli. 

PROGRAM GUIDE 

The 1 954 Program Guide is a use- 
ful, basic reference material of real 
value to even one in broadcasting ami 
adv ertir-ing. 

I am glad "it is the fi i ~t of an an- 
imal -erie-" and expect ev en more sta- 
tion- will make Mire their data are in- 
cluded in forthcoming issues bv fur- 
nidiinf; -auie to spox-oh. 



Thank- again to SPONSOR for pub- 
lishing the puide which 1 have already 
put to u-e. 

M. S. Kellnek 
Radio Sales Manager 
The Katz Agency 
A'eir York 

• -PUN-OH'- PJfil rruiitam C.uldi; Jn*l off ihr 
|ir*'*»., i- available f rt*«' to eubrtrrilirr?, Khtra 



I want to congratulate \ou on the 
i--uaiice of the 1954 Program Guide. 

The contents are so all-inclusive that 
I have -een fit to order 15 additional 
copies which 1 am sending to N'AM's 
div isional and regional offices across 
the country. 1 know that the «taff in 
each office will be able to refer to it 
often and find it most useful. 
G. W. Joil.NsTONE 
Director Radio & Tv Public 

Relations 
Xational Association of Man. 
ufacturers, AVrt" York 



Before the release of your helpful 
program directory, determining indi- 
vidual station programing structures 
was a tedious task. The practice of us- 
ing three or four different sources was 
not uncommon. The SPONSOR Program 
Guide provides all relevant material 
under one cover. Congratulations! 
Mel Trauner 

Supervisor of Market Research 

Information 
MBS, Inc.. New York 



1 think \our radio and Iv Program 
Guide is well done and fills a real need. 
The material should constitute a handv 
lefeience guide for the industry. 

Yoti erred, however, in listing the 
number of w eekly hours KTOE dev otes 
to farm programing. The approximate 
daily hours of farm programing are 
two. On a weekly basis. 12 hours of 
farm programing for KTOE would be 
correct. 

KTOE emplovs a University of Min- 
nesota Agricultural school graduate as 
farm direc tor. KTOE has several daily 
farm programs featuring our farm di- 
rector. KTOE broadcasts exclusively 
in Southern Minnesota Farm and Home 
Topic Time, a 15-minute daily livestock 
in formal ion program. . . 

Don Kinder 

l ice President 

KTOE. Mankato. Minn, 
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Effective June 1 

WBEN 



ivill become basic 



CBS RADIO 

in Buffalo 



Buffalo's No. 1 radio station, WBEN, proudly 
joins the nation's No. 1 radio network, CBS, 
to serve and sell New York State's 



second largest market. 



GET THE FULL STORY from HENRY I. CHRISTAL 

York • Detroit • Chicago • Boston * San Francisco 



BUFFALO EVENING NEWS RADIO STATION 
HOTEL ' STATLER * BUFFALO 2 , N.Y. 



TOM SHANAHAN 

LADIES HOME; 

WWW 





If your product is used by house- 
wives, this fellow is YOUR BOY. 
He whispers things in ladies' ears 
that makes them go buy some- 
thing. 

His mid-afternoon show bursts 
with features including "pop" 
music, celebrity interviews, con- 
tests, listener phone calls and 
minute spots from shrewd adver- 
tisers. 

Ion, ton. can net up to tiricr tlio 
,lfi/n*«M&w audience per dollar of 
fliiv net nor k station />>■ using 
W KUi:* Call lleadlry.lt, rd! 

*//«»*•<? an latisl (tin lublr t'ulm 
rating and SllliS ratis. 



WEMPwEMP-FM 

MILWAUKEE 

HUGH IOICE. JR., G«n. Mqr. 
HEADIEY-REED, Natl Rtp. 



HOURS OF MUSIC. NEWS. SPORTS 





Tevvif I*. Citiiiiiiicjfiam 

Director of Advertising and Sales Promotion 
Sylvania Electric Products, New York 

Terry Cunningham. Svlvania'a director of advertising, bears a 
strong resemblance to Julius Caesar on one score. Caesar was able 
to dictate two letters simultaneously. Cunningham can watch two 
tv shows at the same time, or so one is led to believe from the two 
S\lvania tv sets that stand side by side in his rather cavernous office. 

Another similarity, in Cunningham's own words, is that he "picks 
up camp rather frequently." Me is currently a .Manhattan apartment 
dweller with his wife and baby girl. 

He could write a Gallic Wars about the decade-old advertising 
war lies been waging for Sylvania against giant competitors like Gen- 
eral Electric and RCA. His is the problem of using a S12 million ad- 
vertising budget to counter much bigger budgets of the competition., 

"One of our answers to this competitive situation has been to put 
the one-third of our budget which is allocated to air media into one 
tv show and stick with it for four years, Cunningham explains. 

The show to which he refers is Beat l/ie Clock. CBS TV. Saturdays 
7:30-8:00 p.m. through Cecil S. Prcsbrey. 

"\\ e began sponsoring this Goodson-Todman and CBS package 
in October 1950. when both its production cost and its viewing 
audience were extremely low. Since that time the program's Nielsen 
rating has ri-en from 4.5 to 31.5. The total weekly production tab.,; 
however, is still only about $9,000.'* 

Adds Cunningham: "The biggest single thing I've learned from 
this show is the value of sticking with one program over a period of 
time. The program began to pay off in real coin for us after we'd 
been on the air with it for two years on a 52-week basis. By con- 
tinuing our sponsorship of it, we've established identity with the 
program. We don't have to expend time and money to build either 
viewer or dealer loyalty, but can concentrate on direct sell." 

Sylvania's historv of earnings backs up Cunningham's advertising 
-trategv: In 1949 Sv h ania's net income was $3,052,840. In 1950 
the firm increased its ad budget by 50 r J to buy Beat the Clock. By 
1953 Svlvania's net income had risen to $9,536,181. 

Cunningham sa\s he < ame close to the limelight recently when 
eager pres* photographers invaded his apartment building. Their 
purpose? To photograph his neighbors, the Georgescus, whose boys 
bad ju-t been released from Communist Rumania. * * * 
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WSPD-TV ^anm *i¥om 

Sells a rural market ranking 4th in TV set saturation' 




Jim Nessle 



The FARM HOUR is an early afternoon program 
geared directly to the WSPD-TV rural audience. 
The show consists of national and state news as 
it affects the farmer; daily market and weather 
reports in our area; interviews, relative to farm- 
ing, featuring specialists in agriculture; and re- 
laxing music. 

Jim Nessle as emcee is a natural. He lives on a 56 
acre farm which gives him first hand experience 
with the problems of his audience. Through 
group meetings with county agriculture agents, 
Jim keeps abreast of information needed by the 
farm population. This enables him to keep a 
well planned, custom-tailored show. 

As local authority, Jim handles hundreds of letters 
from listeners, who request information on almost 
every phase of agriculture. 

Lola Smith, veteran organist with WSPD, sup- 
plies music at intervals throughout the show giv- 
ing additional pleasure and personality to the 
format. 



♦Telenews Productions Survey, April, 19J4 



The Farm Hour is a top show with top saturation. 
It can sell your product in the Toledo 
area — a top test market. 





AM -TV 

TOLEDO, OHIO 



Storer Broodcaiting Company 

I0M HARKER NAT SALES DIR !18 E S7th SIREEI NEW YORK 



Represented Nationally 
by KATZ 
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STORER 
LEADS 




Based on years of successful experience, advertisers have come to 
expect top coverage, top ratings and top returns 
in all of the markets which are served by Storer 

radio and television stations. 

Remember that Storer produces still more dollars for you 
through intense, aggressive merchandising support. 



PHILCO 




JIM WOODS 

EVCRr SUNDAY 




THREE SHEET POSTERS 



MERCHANDISING [ 

TOO! 




LvV- t£- 

COUNTER DISPLAYS 




V ' It "■ ~~ - -HVI 



TRADE BULLETINS 



P*"?'* Kitchen 




POINT OF PURCHASE DISPLAYS 



i 






The Adventures 
of Kit Carson 



WJBK-TV 



: EVERY TUESDAY 6:00 PM 

t*z\ c *y thi (hi ton (c;»cwa •o'fl'JJfld 

POSTERS 




CONSUMER SURVEYS 




WINDOW DISPLAYS 




STOCK CHECKING 



ADDITIONAL MERCHANDISING SERVICES 
INCLUDE THE FOLLOWING: & 

Personal calls on retailers, wholesalers, etc. 

Truck signs 

Distribution checkups 

Product exploitation 

Publicity 

Mailings to retailers, jobbers, brokers, wholesalers etc. 
Newspaper advertisements 

On-the-air promotions 

Sales meetings for dealers, jobbers, distributor salesmen 
Car cards 

Client follow-up reports 

Promotion consultation servke 

Window streamers 

House organs 

Sales bulletins 

Illuminated billboards 

Ads in drug and grocery publications 

Personal appearances by station personalities 

Easel displays 

Use of products on give-away shows 
Booths at fairs 
Sampling 
Airplane towing 




* For further details contact your nearest Storer office 



STORER BROADCASTING COMPANY 



WSPD-TV WJBK-TV WACA-TV 



Toledo, Ohio 



WSPD 



WJBK 



Detroit, Mich. 

WACA 



Atlanta, Ca. 

KCBS 



KCBS-TV 

San Antonio, Texas 

WBRC 



WBRC-TV 

Birmingham. Ala 

WWVA 



WCBS 



Toledo, Ohio Detroit, Mich. Atlanta, Ca. San Antonio, Texas Birmingham, Ala. Wheeling, W. Va Miami, Fla. 

NATIONAL SALES HEADQUARTERS: 
TOM HARKER, V. P., National Sales Director BOB WOOD, Midwest National Sales Mgr. 

118 East 57 Street, New York 22, ELdorado 5-7690 • 230 N. Michigan Ave., Chicago 1, FRanklin 2-6498 




Mcelroy 
at 

SUNSET 

From the studio and 
From the street . , . 

6:00-6:45 PM 1 

Monday through 
Friday on TV 

MUSIC and MIRTH 
WEATHER and 
SPORTS -NEWS 
and INTERVIEWS 

Guest stars and 

JACK 

Mcelroy 

with his gang at 
Sunset & Vine! 

For participations contact 
KNBH, Hollywood or 
NBC Spot Sales 



i%eiv developments on SPONSOR stories 

See: "Loiigitw*: riuMo'f) biggt'st watch ad- 

v<Tti-<r" 

Issue: 5 April 1934, piiRc- 32 

SllhjcC'l: Bulova ux'» raz/le-dazzle airselliiig 

The country** largest watch firm. Hulova. S"fs currently Tn the 
midst of what it calls "the largest and most complete advertising 
program ever undertaken by the Hulova Watch Co." or anyone elsef 
in promoting a featured watch: the new Hulova "23.'' 

This slick new timepiece, a self-winding 23-jewel waterproof, 
model, is beinj; promoted with a heavy Bulova radio-tv spot cam- 
paign which began on some 250 radio-tv outlets late last month. 
In addition, Hulova i- including local dealer radio and tV commer- 
cials (20-second, minute, two-minute films and e.t.'s) in its co-op 
advertising and dealer aids. One or more jewelers in every major 
tv market is UMiig the Hulova "23" dealer spot? in his own air 
vehicles, both radio and tv, 

Hulova calculates its extensive tv and radio schedules (the bal- 
ance is heavily on the video side: perhaps 85' r or more of Bulova's 
air advertising is tv) will reach a huge audience. States the watch 
firm: "This combination of radio and television stations will be the 
mightiest in the history of television advertising, and is expected to 
reac h over 30 million persons each night."' The campaign was placed 
via the Biow agency. 

Such "barrage"' tactics are in direct contrast to the approach taken 
by Longines-Wittnauer, a watch firm which gives Bulova some real 
competition. (Longines-Wittnauer is estimated to be in third place 
in national sales. I Hulova prefers to put an all-out, razzle-dazzle 
promotion behind a particular model, using tv widely and frequently 
to get across the, visual selling points. Longines prefers to build a 
trade name over the years via semi-classical music, news commen- 
tary and occasional tv "spectaculars." Both firms, however* feel 
the) have the formula that's right for them. 

See: "What nartb, hah, bmi do for 

advertisers" 
Issue: 20 April IMS, page 29 

Slllljecl: Report on first round of BMI clinics 

BMI, the industry's own radio-tv music source, is convinced that 
the work done In industry trade groups pays off in improved local 
programing and fresh ideas for air advertisers. 

Carl Haverlin. BMI president, recently traveled the U. S., Canada 
and Hawaii in connection with the 1954 series of Program Clinics, 
which have so far been attended by more than 2.500 broadcasters. 

Wording to Haverlin, the "most important impression"' he 
brought hack was the conviction on the part of broadcasters today 
— particularly in the radio field that ''cross-pollination of program- 
ing ideiis from one part of the country to another * was bringing new 
vitalit) to radio. This wa^ not, however, just a case of exporting 
ideas from one area to the next. At the clinics, Haverlin says, 
"speakers took with them as man) ideas or more than they brought." 

Two interesting trends spotted by Haverlin in his swing around 
the radio circuit were the great interest evidenced by broadcasters 
in: (1) new angles of "service"' programing, such as BMI's Book 
Parade series of book review scripts, and (2) programing of concert 
and classical music, particularly in rating case histories which show 
that classical music has lately built excellent audiences. 
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Remember ? 

. . . this scene from the first television drama ever produced, 
"The Queen's Messenger", in 1928 by the General Electric 
Company's experimental television station? WRGB's smooth 
and efficient programming today is a result of this first exper- 
iment and 26 years of television experience. With this back- 
ground, WRGB brings the finest service to advertisers and 
audience through 366,300 sets in WRGB's 14,000 square 
mile area. 



A GENERAL ELECTRIC 'STATION, SCHENECTADY, NEW YORK 

1 JH * 

r " > 

Represented Nationally by NBC Spot Sales 
New York * Cleveland • Chicago • Detroit 
Hollywood • San Francisco 

THE CAPITAL DISTRICT'S ONLY FULL-TIME TELEVISION $YATI0N 
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Jhi FKRsox Standard Broadcasting Company 

W B T W B T V 

a tiuKLOTTE, North Cahoi.ina 

To c^^-/^^^-- , OFFICE COMMUNICATION 



SUBJECT 



6/HH-/2M -44% 
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Don't just 
tear your hair 




ctionabli 



Do something about it! 



One of practical ways admen can combat campaigns which give all advertising black eye is through interchange of 
4A's. Poster above goes to agencies as reminder to report objectionable commercials, ad<; to 4A's 




on can 




Advertising men themselves are taking lead in attacks on hucksters: 



here are practical ways you can help root them out 

by Miles David 



MM ucksters have been lambasted more these first five 
months of 1954 than in almost any other recent period. 
The attackers aren't starry-eyed longhairs, old maids from 
welfare leagues or retired academicians. Members of the 
advertising business — working members — have taken the 
lead (see quotes next page ) . 

Why are admen so critical of the minority of hucksters 
in their midst? 

You could conclude it's because hucksters are doing 
more than ever before to break down the faith of the 
public in all advertising. Or, listen to this opinion from a 
man who made a major talk on public acceptance of ad- 



vertising at the ANA spring meeting. David Ogilvy , pre>i- 
dent of Hewitt, Ogilvy, Benson & Mather, told sponsor: 

"It's not that there is more hucksterism today. There is 
less. But there is more searching of souls. Today's gen- 
eration of advertising men is more intolerant of what is 
left of hucksterisni." 

Television particularly has been associated with today's 
soul-searching by advertising leaders. As Earle Ludgin. 
president of Earle Ludgin & Co., put it at the 4A's annual 
spring meeting in April: "'. . . television is advertising'' 
to many people; with tv "you have to see the advertising." 

The focus on television, and to a lesser degree on radio, 
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Quotes from admen show heat of 



anti-huckster spirit 



I'nrle f.ittfffiii, |it*«'*ioVttf, lutrle 

l.ndgin A. Co., Chicago «tf lA's annual meeting 

• •My basic unease is caused l>y the fact that advertising is 
IinNI in low isteem. Kvi n where we have been the most effce 
vvi' lire ulhn suspected at' eliiia ni«. Tin- public who buys 
products at <m r imitation is more than apt to be questioning 
if nut scornful of our menu*. Three years ago (was it only 
three yens ann.') 1 talked alioiit the 'fatigue of believability. ' 
1 said that the (irst tenet < f onr faith should he to make ad 
Vcrtising believable. For belief that lias once been strained 
is never itself again, and affects not only the advertising 
which caused it, but all advertising that is seen and heard." 



florid 0;;ili-y, president, llru-itt, OoHi-i/, 
Itensan A Mather, ol AX A spring meeting 

^•Our problem is to make the public believe the things we say. 
It's no use telling the truth if people don't believe you. So, 
how can we copy writers make our ads more believable? Well, we 
can st.-irl by turning our backs 011 the weasel. The kind of weas- 
els which still disgrace so much advertising for toothpaste, ciga- 
rettes, determents and low caloric beer. The kind of weasels that 
depreciate the whole currency of copy. 1 t rbal weasels and 
h/potiruphirul weasels. Most of us on the creative side are 
connoisseurs of the weasel. Krir more than the public we 
comprehend the villainies of the weasel merchants." 



Fairfax M . Cone, president, Foote, Coin' & 
Itelding, at 1/1 "s ammo! meeting 

i 4 We have hucksters in onr own association arid we should 
throw them out. We have hucksters among our advertisers and 
we should weed them out. We all know magazines that fail en- 
tirely to censor copy for the mealy, weasel words that make it 
at once both legally truthful and utterly dishonest. And we 
fdiuuld find some better place for decent words. . . . We all know 
radio and television stations that make a mockery of allowed 
commercial time on local programs. And we. should remember 
that these violations are labeled advertising too. Thus, they 
are part of the responsibility of each of us." 



Charles If. ISroicer, executive t'.p. charge of 
creative services, ItlllKt. at <f A'x «»i»iiioi meeting 

t^One brewer discovered that he could make sales by claiming 
that his beer was less fattening than others. The rush for the 
(juiek buck started. The fact that the caloric difference between 
beers was so small that the government, through the Alcohol and 
Tobacco Tax Division of Treasury Dept. tried to stop these 
claims, did not stop the mold rush boys. Today millions of dol- 
lars are being spent calling i>eople's attention to the fact that 
beer in general is fattening, but certain fortunate beers are less 
fattening. . . . When today's dollar is earned at the expense of 
tomorrow's two dollars, sales figures may be no guide." 



is an indirect tribute to the air media a reminder of their 
impart. Hut it's also a reminder to advertising men who 
make use of t\ and radio and to broadcasters that their 
responsibility is all the more acute. 

How do you li\e up to the responsibility? 

Aside from what each advertising or media man does 
personal!), there are four approaches to raising standards. 
All are practical. All work behind the scenes. All have 
accomplished more than even most advertising men realize. 

1. 1 he f/Vs Interchange: It fights objeclionable adver- 
tising. Agent-) men can cooperate 1>\ reporting campaigns 
thev feel give all advertising a black eve. 

2. The Belter Business Bureau: It fights false advertis- 
ing in particular. Agencies, advertisers and broadcasters 
can help bv membership; by consulting the Bureau as to 
a( ceptabilitv of claims they are about to make or claims 
the) are about to carry on the air. 

3. Industry advertising codes: Are you living up to 
your industry's code? If there isn't any. why not propose 
one al the next mivtiufr of \our trade a-sociatiou? 

•I. The radio and tv codes: These provide ground rules 
for acceptability of cop) and length ofcopv. Are v ou as a 
broadcaster following the regulations vonr own industry 
commit teo wroie? \rc von as an adman pressuring sta- 
tion- lo take cop) th.it can't possil l\ fit in allowed time? 

I hesf arc not the mil) facets of anti-hncksterisni. The 
Advertising Council ha- -hown the nation how healthy a 
force advertising can be. and the lesson has not been lost 
on admen. Advertising's leaders hound the hucksters con- 
stantly. Htit the four approaches ticked off here are the 
da) -to-day things lhat can be done. 

This report will dwell on these practical approaches 



rather than on the criticisms of advertising. 

If you think "practical" is a strong word to use in con- 
nection with methods of moral suasion, note this: Several 
dozen of last year's more controversial campaigns were 
changed following pressure from within advertising. 
Among them was a cigarette campaign which dealt with 
"fear." You'll find this and other examples of specific copy 
points which were pulled off the air and out of print in 
the part of this article dealing with the Better Business 
Bureau. SPONSOR researched this article over a period of 
months, spoke to dozens of advertising practitioners. The 
feeling that progress in ethics is being made was almost 
universal. 

The critics of advertising outside it. in fact, would prob- 
ably retire with shattered illusions if they realized the de- 
gree to which advertising people today fight hucksterism. 
David Ogilvy interrupted a busy day working on more of 
the man-with-the-beard and man-with-the-eye-patch ads for 
which his agency is famous to try and trace reasons for the 
rising interest in ethics among admen. 

""I've been asking myself." he said, "whether it could 
I e a sv mptom of a general sharpening of civic conscious- 
ness in all walks of American life." He feels, however, thai 
it's more a matter of the natural evolution any business 
goes through. 

"The pioneers in any industrv tend to be buccaneers. 
Oil. banking, railroads had their men who said 'let the pub- 
lic be damned.' Those who come afterward, sons and 
grandsons of the founders, have been entirely different 
people. It has worked the same way in advertising al- 
though of course it doesn't follow that all of advertising's 
pioneers were buccaneers. Many of the men who built 
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the best agencies had the highest standards of morality. 

"The present interest in ethics is part accident. It just 
happens that we have a band of highly articulate and 
thoughtful men in high places in the agency business who 
are extremely conscious of their public responsibility. 
Sig Larinou, Earle Ludgin, Fax Cone and others.'" 

Like many other agencymen Ogilvy thinks the dangers 
to advertising from hucksterism are frequently exaggerat- 
ed, important though it is to eliminate the hucksters. 
"Boredom is a worse danger than rascality,*' he said. He 
feels that low public attention to advertising follows from 
poor craftsmanship. "Honest bores drive away more peo- 
ple than all the hucksters." 

sponsor encountered variants of Ogilvy 's point of view 
elsewhere. This paragraph from a statement Ben Duffy, 
BBUO president, gave SPONSOR recently is another ap- 
praisal of hucksterism which seeks to keep the problem 
in perspective. 

"1 honestly think the advertising business has better eth- 
ics than most professions or businesses. Don't get me 
wrong — I'm for cleaning it up — but I'm for remember- 
ing that it's pretty darn clean right now, too." 

Among the advertising world's leaders in the cleanup 
process is Fred Gamble, president of the 4A's. His years 
of campaigning for standards have shown him over and 
over again that hucksterism is rarely a black-and-white 
matter. These are some of the complexities he sees in 
judging hucksterism: 

"Sometimes advertising is objected to not because of 
the advertising itself but because people find mention of 
the product itself objectionable. 

"Sometimes the advertising one agencyman finds offen- 
sive to good taste seems perfectly agreeable to another 
equally experienced man. Objections to advertising are 
based on opinion in as many cases as they are on fact. 

"Actually criticisms of advertising tend to overshadow 
the fact that only a small fraction of all advertising is 
objectionable. . » . This country has more rules and more 
stringent rules against advertising abuses than any other 
in the world." 

The situation has so many aspects Gamble calls it 
"three-dimensional." The paragraphs that follow on the 
4A's Interchange will tell you how the nation's agencies 
have worked together to find judicious solutions for their 
three-dimensional huckster problem. You'll also find be- 
low evidence of the rising tide of feeling among 4A*s 
members that huckster agencies should be shown the as- 
sociation's door. 



The interehmtge; Any agency can participate in the 
Interchange, whether it's a 4A"s member or not. Here's 
the way it works. 

Suppose you see a television commercial which strikes 
you as objectionable to the public and therefore harmful 
to all advertising. It may be a commercial in which sex 
is used flagrantly as an eye-catcher, or one in which some 
trick is used to focus attention on just a few words in 
the copy, creating a lie by emphasis. 

You jot down the name of the product, some details 
about the copy, the station and time you saw the commer- 



iffggacii mure tuvure of ttbnses than public? 

"Television advertising is neither as strongly approved 
nor disapproved by the public as many of its defenders 
or critics maintain," savs Schweriu Research Corp. 
Kchwerin has just completed study in which sample of 
4."i2 people representative of nighttime audience was 
asked to rate tv commercials for 11 major products. 
Note that more people thought cigarette commercials 
were 'good' or 'fair' than thought they were 'poor.' 





Per 


ctnt of audience 






rat 


no commercials: 








Good 


Fair 


Poor 




AUTOMOBILES 


62 


32 


6 




TELEVISION SETS 


54 


36 


10 




HOUSEHOLD APPLIANCES 


49 


35 


16 




BEER 


44 


40 


16 




FOOD PRODUCTS 


41 


43 


16 


5 


CICARFTTES 


40 


29 


31 




SOAP PRODUCTS 


39 


42 


19 




COFFEES 


37 


42 


21 




TOOTHPASTES 


33 


42 


25 




CASOLINES 


31 


48 


21 




DRUC PRODUCTS 


23 


46 


31 




AVERAGE FOR ALL 


41% 


39% 


19% 





cial. Then you explain why you think the advertising is 
objectionable. If it's a printed ad, you can skip the de- 
scription and send a tear sheet. (Because it's easier to 
send in tears than it is to recall the details of the commer- 
cials, the 4A's gets more complaints about print than 
broadcast advertising.) 

The place to send your complaints to is Interchange of 
Opinion, American Association of Advertising Agencies, 
420 Lexington Ave.. New York, X. Y. 

After you send a complaint to the 4A's. it's routed to 
the agency placing the campaign, provided: (1) There is 
an agency, and (2) your complaint is based on bad taste 

(Please turn to page 90) 



Attacking competitors drags down believability of all advertising. 
But today's hucksters can't match British advertiser of '90s who 
made his soap wi+h vegetable fat, assaulted users of animal fat 

drawing from ''The Shocking History of Advertising." E. V. Dutton & Co 
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i'tird's Hill ftuutt in firs* quarter 1954 production. Ford says i* will 
maintain lead it lost 23 years ago. Air media are important part of Ford's 
sales strategy; it sponsors big network tv, radio shows, spends millions in spot 




Out Imtm .\o. I for 2:1 years, is behind Ford in .<* 
so far this year but says "t will overtake and out-sell Ford by the e | 
year. Chevrolet uses network tv and radio plus recently intensified spot ti 



Radio-tv oomin 




Sales squeeze puis emphasis on air media; use of net radio up 77% ]) 



f all the barometers of \mcriean 
business, no no is more closely watched 
than the automobile industry. And a 
lotV been happening in Detroit to keep 
economic forecasters busy. 

• Auto companies are producing al- 
most as fast a* they were a year ago 
but lhe\'re Inning a harder time sell- 
ing. 

• Ford lui- outsold traditionally 
fust-place Chevrolet in the first quar- 
ter of thi* vear. 

• liuic k in the first epiarter of 1951 
ha* broken into the ranks of the ''Top 
Three." displacing traditionally third- 
place Plymouth ( Buiek almost made it 

in vmt. 

• Nash and Hudson finally merged, 
making the second weddimi of a car 
couple within a year (Kaiser and Wil- 
ly* merged in early 1953). 

• The Ju-tice Department savs it's 
in\ cstigatinu the auto industr\ to see 
if monopoly is rearing its uglv head. 
Veteran auto indn«tn observers, how- 
ever, don't seem worried. The\ 
claim the possibility of investigation 
\va- raised to keep the "independents" 
pacified. The independents and 
Chrysler — have lost a lot of ground to 
CM and Ford in the past 12 months. 



• For the first time auto companies 
are turning almost en mns.se — to con- 
certed air advertising. Thi> is new. 
In the past auto firms used air adver- 
tising, but some people suspected it 
was more for institutional or prestige 
reasons rather than to make immedi- 
ate sales. Not so today. Everyone 
from the biggest manufacturer to the 
village auto dealer is using tv and 
radio as hard-sell media. 

Companies will sometimes cut hack- 
on advertising when sales dip. In De- 



round-up 



troit it s been just the opposite. Look 
at the Publishers Information Bureau 
figures. 

During the first three months of 
1953, auto firms spent about S4 million 
for network television and SI. 5 mil- 
lion for network radio. Here are Jan- 
nary-March 1951- figures: $6.7 mil- 
lion for network television and $2.6 
million for network radio. That's a 
tv and radio increase of more than 
$3.7 million — $2.6 million more for 
t\. $1.1 million more for radio. Auto 



companies, by the way, were one of 
lhe very few product groups listed by 
P1B to increase '54 radio budgets. 

During the first quarter of 1953. De- 
troit turned out about 1.519.000 cars, 
according to JFard's Automotive Re- 
ports. The first quarter this year 
showed a drop of more than 91.000. 
down to 1.427.600 cars. 

This means: 

During first quarter 1953. for even 
car that rolled out of the factorv about 
$3.67 was spent in advertising on net- 
work television and radio. 

During the first quarter this vear. 
more than $6.53 per car was spent on 
network t\ and radio. 

Figured on an industry-wide basis, 
this is a heftv per-ear increase of 
$2.86. But even this doesn't becin to 
reveal the full extent of the picture. It 
doesn't include any spot. Every ma- 
jor manufacturer and nearly all the 
independents have used saturation ra* 
dio and tv spot campaigns, usuallv to 
introduce new models. The amount 
auto firms spend on spot can onlv be 
conjectured but it's known to be in 
the millions. 

Take Ford. In earlv Januarv it used 
1.300 to 1.400 stations in about P>00 
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tiiek displaced Plymouth for third first quarter '54 with Berle 
major net tv effort. When new models come out, for extra push, Eiuick sup- 
dements Berle with heavy one-time buys of network shows plus spot radio, tv 




auto race 



fyup 67% over last year. Spot up too 



markets. This cost an estimated $1.2 
million. Spreading the cost of that one 
spot campaign over Ford's entire first 
quarter output of about 370,000 cars, 
you can figure a per-car average of 
more than $3 spent for spot. 

Chevrolet, of course, has been any- 
thing but idle. Its heavy saturation 
campaign broke a few weeks before 
Ford's. In mid-December, Chevrolet 
ran a heavy radio and tv campaign 
and the Chevrolet Dealers of America 
in mid-February signed for nightly 
participations on MBS' Multi-Message 
Plane. 

Ford and Chevrolet both have net- 
work programs, too. 

On network television, Ford spon- 
sors Ford Theatre (NBC TV, Thurs- 
day, 9:30-10:00 p.m., 53 stations). 
On network radio, Ford recently be- 
gan sponsorship of Edward R. Murrow 
three nights a week (CBS, 7:45-8:00 
p.m., 121 stations). 

Chevrolet, on television, sponsors 
Dinah Shore two nights weekly ( NBC 
TV, 7:30-7:45 p.m., 62 stations I. 
Chevrolet also sponsors Dinah Shore 
two nights weekly on radio (NBC, 
8:00-8:15 p.m., 195 stations), plus 
participations on MutuaPs Multi-Mes- 
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sage Plan already referred to. 

In the case of Ford and Chevrolet, 
increased advertising follows increased 
production. It's this race between 
Ford and Chevrolet that's putting the 
squeeze on other auto makers which 
ha\e to advertise partly out of self- 
defense to sell the reduced number of 
cars they are making this year. 

Again comparing the first quarter 
of 1953 with the first quarter of 1954, 
you'll see that in 1953 Chevrolet made 
about 350,000 cars; first quarter of 



Fur cm r -I* g-cur production rank, 
radio-tv am', see chart next page 



this year it made 360,000. Ford, clur 
ing the 1953 first quarter, produced 
247,000 cars: this year it turned out 
an amazing 370,000. 

Now add up the first quarter pro- 
duction of Oldsinobile, Mercury, 
Chrysler, Dodge, Cadillac, Studebak- 
er, De Soto, Nash. Lincoln, Packard, 
Hudson and Kaiser- Willys — and you 
get 366,600 cars. That means that 
Ford alone turned out more cars than 
a dozen other makes. Now add the 
Buick, Plymouth and Pontiac produc- 
tion figures to the bottom-dozen, and 
you get a total of 697,600 cars. Yet 
the production of these 15 different 
makes doesn't equal the combined 
Ford-Chevrolet production of 730.000. 

Now what does the Ford-General 
Motors production look like when 
translated in terms of percentages? 

Compare once again first quarter 
production totals for 1953 and 1954. 

In 1953 General Motors ( all five au- 
to divisions) had 45.5% of the mar- 
ket, according to Ward's. 

Chrysler was second with 22%. 

Ford was third with 21%. 

The five independents had a total 
of 11.5%. 

First quarter 1954 shows a much 
different picture. 

General Motors is still far ahead, of 
course, but it's increased its lead to 
nearly half the market — 49.5%. 

Ford shoved Chrysler out of the 
number two position, now claims 
32.8% — more than a 10% increase. 

Chrysler dropped down to 12.9%, 
(Please turn to page 12) 



Network hillings per car are racing ahead in f .'>."> /r To get per-car break- 
down SPONSOR divided 1st quarter production figures into PIB network auto expenditures* 
Racing car shown here is General Motor's experimental gas turbine model, the XP-2 1 Firebird 
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1st quarter '53 $3,67 per car 1st quarter '54 $6,53 a 56% increase 

*Spot would make the increase even larger. Spot radio-tv billings aren't in- 
cluded here because no source of dollar volume figures is available in spot. 



All 17 American cars use some form of radio-tv this year 



RANK 



NAME 



NO CARS 1ST QTR. 



HIGHLIGHTS OF RAOIO AND TELEVISION USE BV CAR COMPANIES 



1. FORD 370,000 

(FORD MOTORJ 

2. CHEVROLET 360,000 

(GENERAL MOTORS) 



3. BUICK 



(GENERAL MOTORS) 



4. PLYMOUTH 



(CHRYSLER CORP.) 



5. P0NTIAC 



(GENERAL MOTORS') 

6. 0LDSM0BILE 

(GENERAL MOTORS) 

7. MERCURY 

(FORD MOTOR) 



132,000 



100,000 



99,000 



91,000 



86,000 



8. CHRYSLER 31,100 

(CHRYSLER CORP.) 

9. DODGE 31,000 

(CHRYSLER CORP.) 



10. CADILLAC 



25,500 



(GENERAL MOTORS) 



11. STUDEBAKER 25,000 



(STUO EBAKER) 

12. DESOTO 21,000 

(CHRYSLER CORP.) 

13. NASH 20,000 

(AMERICAN MOTORSt) 

14. LINCOLN 13,000 

(FORD MOTOR) 



15. PACKARD 12,000 

(PACK ARO MOTOR) 

16. HUDSON 6,000 

(AMERICAN MOTORSI) 

17. KAISER-WILLYS 5,000 

(KAISER - WILLYS) 



Ford Tlnalm, NBC TV, 9 :.'!<) 1" p.m. Tli.; htl \l arrow, CBS Radio, 7:4.>t> p.m. MAV.F, ; 
one hliot Miinli <ir;is, 2 Mar. NBC TV. Spot: Estimated ?1.2 million buy on 1,300 1,400 
radio ;ni(l tv stations early Jan. Local dealer groups buying saturation campaigns in 
most nnijor markets. Agency: ,J. Walter Thompson. 

ihiiuh Shan; NBC TV, 7:3U 7:4."i p.m. T. Tli. ; same, NRC Radio, H-H-.15 p.m. T.F.; 33 
participations in M1'.S " Multi Message Plan" hi Feb., Mar. Spot: Heavy buys in 
major markets in mid December for new model. Dealer groups buying radio-tv in 
major markets for extra push. Agency: Campbell Ewald. 

Miltim lit rlt Show, NBC TV, n 9 p.m. T. (now li weeks out of 3; next fall alt. weeks); 
bought 10 network programs on 1 to.l time basis in Jan., Mar. Spot: Saturation 
railio tv campaign in Southern markets early Jan.; saturation campaign on 403 radio 
stations early April for 3 days. Agency: Kudner. 



That's My Boy, CBS TV, 10-10:30 p.m. Sat.; 20 Robert Trout 5 minute newscasts, 
CBS Radio (May only); NBC "3 Plan," Weekend, Roadshow participations, NBC 
Iin<liu (May only). Spot: Recently signed for .1 announcements weekly, 52 weeks, 
major markets; dealer groups using spot. Agency: Aver. 

Dare Carroaay, NBC TV, SS:30 p.m. F. ; last fall (besides sharing with other GM 
ears in NCAA football game sponsorship) bought Football Scoreboard following NCAA 
game*. Spot: Dealer groups use tv, radio, but confine most activity to new model 
introduction. Ageney: MacManns, John & Adams. 

Iiout/lu.x Edwards, CBS TV, 7:30-7:4.) p.m. MAV.F. Beginning next fall will sponsor 
I out of 4 Saturday night spectaculars, NBC TV, 9-10 p.m. Spot : Using about 
20 tv markets, 150 radio markets; dealers groups using about 400 radio markets for 
introducing new models. Ageney: D. P. Brother, 

With Lincoln, shares Toast of the Town, CBS TV, 8-9 p.m. Sun. Spot: National spot 
activity on radio tv outlets when new models introduced; regional dealers groups, par 
ticnlarly on Last Coast, currently using extensive radio tv in major markets. Agency: 
Kenyon & Eekhnrdt. 

Beginning next fall will sponsor hour extravaganza, CBS TV, 8:30-9:30 p.m. Th. 
(three programs monthly to be high drama, one program monthly to be musieal- 
variety). Chrysler sponsored Medallion Theatre, CBS TV, until last April. Spot: 
Some radio, tv for new models. Ageney: .\LCann Erickson. 

Make Room for Daddy, ABC TV, 9-9:30 p.m., T. (alt. weeks); Break the Bank, ABC 
TV, 10- 10:30 p.m. Sun.; Roy Rogers Show, NBC Radio, 8 8:30 p.m. Th. ; bought 3 
MBS shows for 3 to <i times in Feb., Mar.; participations in MBS "Multi-Message 
Plan." Spot: Radio-tv for new models. Agency: Grant. 

Only General Motors car not now using either network radio or tv; last fall (besides 
sharing with other GM cars in NCAA football game sponsorship) with GMC Trucks 
bought Army-Navy football game 2^ Nov. Spot: Bought approximately 300 radio 
markets in Feb. Agency: MacManus, John & Adams. 

No network tv or radio now. Bought NBC TV's All Star Revue four weeks in March 
1953 (to introduce new model). Spot: Most active when new models introduced; 
uses radio in all major markets except New Vork, Chieago; uses tv in most major 
markets. Agency: Roche, Williams & Cleary. 

You Bit Your Life, NBC TV. SS:30 p.m. Th.; same, NBC Radio, 9-9:30 p.m. XV. 
Spot: Every major tv market, about 150 radio markets bought last Nov. to introduce 
new model. Dealer groups buying some radio tv spot campaigns in scattered markets 
for extra sales push. Ageney: BBDO. 

Danger, CBS TV, 1010:30 p.m. (alt. Th. from 13 Mar. for 13 teleeasts). Spot: 
Bought extensive three day saturation campaign on every eommereially operating 
U. S. television station in mid-March. Fses some radio when new models introduced 
via dealer groups. Ageney: liiycr, (Also see Hudson below.) 

With Mercury, shares Toast of the Town, CBS TV, S-9 p.m. Sun. Spot: National spot 
activity on radio tv outlets when new models introduced; regional dealers groups, 
particularly on East Coast, currently using extensive radio tv in major markets. 
Agency: Kenyon & Eenhardt. 

Martha Wright, ABC TV. 9:15-9:30 p.m. Sun. During past two years has sponsored 
variety of short term tv and radio network programs including Presidential Inaugura 
tion over CBS TV. Spot: From Jan. 12 is used saturation radio, tv spots in about 
1.">I) markets for new model. Ageney: Maxon. 



No network railio or tv now. Sponsored lUUy Rout on ABC TV for several weeks in 
Hill. At sfo.ssoit presstime there was possibility Hudson and Nash might share 
major network program next fall. Spot: Last fall used 400 markets. Agency: 
Brooke, Smith, French & Dorranee. 

Law til Thomas, CBS Radio. fi :45 7 p.m. M. F. shared by Kaiser and Willys, handled 
through two agencies. Last year Willys sponsored Philharmonic broadcasts. CBS 
H.idio, through 2-- i»ee. Spoi : Both nsc.i ratlio in mid March. Kaiser agency: Wein 
trnub. Willys agency : Ewell Thurber. 



TleurM iro ]>r<«lutUM>. nut lain Siiurr* W»nli Auti ra.llto ltcp.ir.U 



fCorap*nj (ormrd from merger of Ni>h and Uudtoo. 
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The girl who ties the strings: BBDO's Claire Hanlon 
talks to man from SPONSOR about numerous details involving air 
ads which keep her hopping. Miss Hanlon works on account service 



for radio-tv dept., which means she is N.Y. liaison for out-of-town 
clients. While half of BBDO's billings originate outside of New 
York, much broadcast advertising must be channeled through N Y.C. 



A week at BBDO 



Final article on nation's top 

air agency clip's into inner workings 



jjf li* 1 story starting on the next page is the sec- 
ond of two articles on Batten, Barton, Durstine 
& Oshorn as seen through the eyes of a "man 
from sponsor. ' 1 It is part of a series in which 
members of sponsor's staff spend a A\eek work- 
ing at advertising agencies and advertising de- 
partments of sponsor firms. (The 22 .March issue 
contained an eye-witness view of Cunningham & 
Walsh at work.) 

In the first part of the BBDO story last issue 
the man from sponsor gave a first-hand account 
of the birth of a tv commercial, reported on a 
conversation with Agency President Ben Duffy, 
gave a short history of the agency. 

fn winding up the BBDO story in this article 
writer .Taffe digs a little deeper into the inner 



workings of the nation's top agency in radio-tv 
hillings. 

lie finds out what Lucky Strike thinks about 
alternate-week tv sponsorship and what the to- 
bacco firm will do with .lack Benny next season 
(he will be on alternate weeks in the fall). 

He learns why "brownies" on television can't 
be brown and what color "white" cake should 
be for color television. 

lie *its in on a confidential "brainstorm ses- 
sion" where everyone is encouraged to come out 
with whatever is on his mind about a client's 
problems. 

lie hears some hints that BBDO may be No. 
One among all agencies in Y. S. advertising bill- 
ings from one of the agenev's executives. 
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floir IIHHO ifeiS *l*'ir l-lll'uts: J. Davis Danforth, exec. v. p. in charge of client re- 
lations, tells editor Jaffe that BBDO has no new business department, is often approached 
first by advertiser. BBDO won't offer speculative presentations, stresses its facilities 

by Alfred J. Jaffe 



he popular version of an atlwi th- 
in" agent v goc- something like this: 
\ group of hand-ome young men 
in Brook* Bros, suit- a^emble in a 
room with glass block wall-, molded 
plvwood chairs and concealed flrrores- 
cent lighting. One man I who may or 
ma\ not look like Jainc* Stewart I Slid- 
drill) gct> up, takes oil his jacket, 
open- hi* eollar and jells excitedly: 

"I've ^ot a terrific idea! It'll sweep 
t lie country ! W e'll -ell million* of 
rake* of soap! This is the idea: We 
get a pretty dame to u.»e our soap and 
call her the average \nieircan girl!*' 

There are cries of approval. Anoth- 
er man (who ma\ or may not look like 
Peter Law ford I break* in w ith: 

"Whadva -»av we knock oil fur cock- 
tail* " 

There is a rush for the door result- 
ing in injnrie* to three \ ice presidents. 

Needle-?, to sav. Batten, Barton. Dur- 
stine \ Oshorn. Inc.. does not fit thi> 
stereot\pe. Advertising is a lot of hard 
work and a lot of facts aiid figures. 

But the above little scene, like all 



folklore, has a germ of truth to it. 
Gathering market and sales figures 
docs take weeks; a good copy theme 
can blossom in a fraction of a second. 
The point is that creative advertising 
operates cm a different level from oth- 
er agency activities, is hard to describe 
and hard to put \our linger on. 

Consciously or unconscionsly, BBDO 
recognizes this fact in organizing it? 
< reative sen ices separatel). I liese ser- 
vices are under one of BBDO's three 
functional executive vice presidents. 
Charles II. Brower I the other two are 
over operations and client relations I. 
Brower is a tall ex-ha>ketball coach 
who takes his work I but not himself I 
seriously, lie head? up all copy and 
art work, the radio-t\ department and 
public relations. 

We talked about a speech he gave 
before the 4\> Ia»t month. It was 
(ailed "Who's Having Any Fun?" and 
took a- its text: "A man who spendeth 
bis life gathering gold for the I nited 
States Treasury Department and has 
no fun i< a mounding a^s and a tinkling 



idiot. 

In discussing fun Brow el w as not 
talking about holding a glass of cham- 
pagne in one hand and a blonde in 
the other, though he recognizes lire 
appeal of both. He was talking about 
people who don't enjoy their work. 

"I had in mind," he said, "the kind 
of people I come ac ross. The radio 
and tv people, the publicity people, 
the advertising writers, the art direc- 
tors. Some don't really enjoy their 
work and I think one reason they don't 
is that they've been indoctrinated to be 
.-uSpic ions of any advertising that 
they're proud of. 

"I was told the same thing when i 
was vounger. If I liked a piece of 
copy, it was a bad sign. The public. 
I was told, wouldn't like jt. Why ? 
Because the public was supposed to be 
on one le\el and the advertising man. 
as a person, on another. We were sup- 
posed to be writing to the common 
man. But the common man is not as 
common as some people think. 

"In other words. I'm talking about 
people who say you can't turn out well- 
written stuff and have any 'sell' in ft 
at the same time. 

" I bat's a lot of nonsense. 

"Now. I'm not saying that just be- 
cause a piece of copy reads well it w ill 
sell goods. You've got to know adver- 
tising. And. of course, there are three 
or four mothers and six or seven fa- 
thers working on a commercial so the 
result cannot be pure inspiration. But 
that's no reason for a writer to hold 
himself back. 

'"^ es, our w riters know 1 feel no- 
way. They know I like the creative 
approach . . .*' 

My conversation with Brower 
touched a lot of other things, 

Brower on radio: "... I think von 
might say that BBDO is getting re-in- 
terested in radio. We haven't done as 
well In radio as we should. We've 
been too fascinated by tv. . . ."' 

Brower on tv commercials: '". . . I 
think a lot of tv commercials are bor- 
ing. There'.- not enough thought put 
into them. Some advertisers lend to do 
the safe thing in a new medium and 
the result is not always good. . „ 

Brower on double-spotting: "... I 
sometimes wonder whether it s worth- 
while to put so much thought into t\ 
'Commercial*. The stations crowd so 
many of them together. But I don't 
know how that problem will he solved. 
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The stations have to make money. . . 

Broner on copy formulas: ". . . We 
don't have any high-sounding copy 
formulas. We just push our writers 
into more creative effort. Every prod- 
uct and every firm is a different prob- 
lem. Take Camphell. The) have such 
a large percent of the soup market, 
we can say that soup is a fine thing 
and let it go at that. But we're trying 
to say it better, , » ," 

firower on brainstorm sessions: 
"'. . . The brainstorm session is an ex- 
cellent way of getting ideas, though it 
has its limitations, The brainstorm 
session is a lot of little candles, rather 
than one, strong searchlight. . . ,." 

Brower on Broiver: ". . . Because of 
my background, I'm mostly interested 
in and directly concerned with adver- 
tising copy. I'm not a negotiator for 
tv talent, or anything like that. But 
they had to put some departments un- 
der somebody, so they picked me. I 
don't try to handle ever) thing, but I 
try to understand everything so peo- 
ple won't think I'm a half-wit. , , ,'" 



It It DO' s varly start m tr: "|) un 
Roue?" i epeated the 11th floor recep- 
tionist at BBDO. "Well, )ou go 
through that door on your left, their 
turn left, walk down to the second 
aisle, turn right, go to the end of the 
aisle, turn left, walk past a couple of 
offices until you see his name." 

This was on my first day at BBDO 
and I felt like asking the receptionist 
if she'd ask Howe, who is business 
manager of the tv department, to come 
out and lead me to his office. (Bv the 
end of the week at BBDO I was walk- 
ing through the maze of cubicles as if 
I owned the place.) 

When 1 finally reached Howe's of- 
fice, 1 found a youngish man (there 
are a raft of young men and women 
in BBDO's radio-tv echelons >. Rowe 
told me he got into television as a cam- 
eraman at WPTZ, Philadelphia, seven 
years ago though be had no experi- 
ence. He is assistant to Bob Foreman, 
head of the tv department, and has his 
finger in a lot of pies, creative as well 
as administrative. 

{Please turn to page 78 1 



A tv commercial yets polish: AH ene Francis, left, "editor" of NBC TV's daytime 
show, "Home," takes breather from du Pont commercial rehearsal to talk to Marge Fowler, who 
wrote commercial, and SPONSOR editor Jaffe about gadgets used in du Pont's video plug 




BBDO air clients in 1954* 



AMERICAN RADIATOR rs 
AMERICAN SAFETY RAZOR rs 
AMERICAN TOBACCO rn, rs, tn 
ARMSTRONC CORK rn 
BARCALO MFC rs, ts 

BOSTON FIVE CENTS SAVINCS BANK rs 

BURNHAM AND MORRILL rs 

CALIFORNIA OIL rs, ts 

CAMPBELL SOUP tn 

CONSOLIDATED EDISON N, Y. ts 

CONSOLIDATED COSMETICS rn 

CREAM OF WHEAT rn, rs. ts 

CROSLEY rs, tn, ts 

CURTIS CIRCULATION rs, ts 

DE SOTO rn, rs, tn, ts 

DETROIT-MICHIGAN STOVE ts 

DOUGHBOY INDUSTRIES rs 

DU PONT rs, tn, ts 

EASY WASHINC MACHINE rs, ts 

ETHYL CORP. ts 

FARMERS & MECHANICS SAVINCS BANK ts 

FEDDERS-QU ICAN tn, ts 

FIRST NAT'L BANK BOSTON rs, ts 

FORT PITT BREWINC rs, ts 

E, & J CALLO WINERY rs. ts 

CEMEX tn 

CENERAL BAKINC rs. ts 
CENERAL ELECTRIC rn, rs, tn, ts 
CENERAL MILLS rs, tn, ts 
CENERAL TIME rs, ts 
B F, COODRICH rs, tn 
HAMILTON WATCH rs 
HORMEL rn, rs, ts 

INT'L MINERALS & CHEMICAL rs, tn 

IRON MINING INDUSTRY OF MINN, ts 

LEVER BROS, rn, rs, tn, ts 

LIBBY, McNEILL & LIBBY rs, ts 

LIBERTY MUTUAL rs, ts 

M. |. B. CO, rn, rs, ts 

MAINE SARDINE INDUSTRY rs 

MARINE TRUST CO. WESTERN N, Y. rs, ts 

MINNESOTA MININC & MFC. rn, tn, ts 

MURINE rn, rs, ts 

MUTUAL SAVINCS BANKS MASS, rs, ts 
NAT'L CITY BANK N, Y, ts 
NAT'L CYPSUM tn 
NEH I rn, rs, ts 

THOMAS NELSON & SONS rn, ts 

J L, NEWKIRK rs 

N Y STATE DEPT, COMMERCE ts 

N, Y TELEPHONE rs, ts 

NIACARA-MOHAWK POWER rs 

NORTHRUP KINC rs. ts 

NORTHWESTERN BELL rs, ts 

PACIFIC TEL, & TEL. rs, ts 

PENICK & FORD rs, ts 

PFEIFFER'S FOOD PRODUCTS rs. ts 

POLAROID CORP in, ts 

READER'S DICEST ASSN. rs, ts 

REXALL DRUC rn, ts 

SCHAEFER BREWINC rs, ts 

IACOB SCHMIDT BREWINC rs, ts 

SCUDDER FOODS PRODUCTS rs, ts 

SEA BREEZE LABS ts 

SHREVE, CRUMP & LOWE rs 

SOUTHERN NEW ENCLAND TEL, rs, ts 

STANDARD OIL OF CAL, rn, rs, ts 

R H, STEARNS rs 

TIMKEN ROLLER BEARINC rs 

TREESWEET PRODUCTS ts 

TWA rs, ts 

UNITED FRUIT rs, ts 

U. S. STEEL rs, tn 

VICK CHEMICAL vs 

VCA LABS rs, tn, ts 

WESTERN CONDENSING rs, ts 

WHITE SEWING MACHINE ts 

WILDROOT rn, rs, ts 

J. R. WOOD rs, ts 

WYNN OIL rs, ts 

ZENITH rs 



* E X P LA > A T I O \ : 

rn means radio network (including 
regional), rs means radio spot, tn means 
television network, ts means television spot 
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Media article 24: Conclusions 



by Advisory Board 



SI'OXSOR advisers comment on 
topics 2(>-|>arl series omitted 



SPONSOR'S All-Media Advisory Board 



George J. Abrams ad director, Block Drug Co., Jersey Ciiy 

Vincent R. Bliss executive v. p., Earle Ludgin & Co., Chicago 

Arlyn E. Cole president, Cole A Weber, Portland, Ore. 

Dr. Ernest Dichtcr pres., Inst, for Research in Mass Motivations 
Stephens Dictz v. p., Hewitt, Ogilvy, Benson & Mather, New York 
Ben R. Donaldson ad & sales promotion director, Ford, Dearborn 



Marion Harper Jr. president, McCann-Erickson, Inc., New York 

Ralph H. Harrington ad mgr., Gen. Tire & Rubber Co., Akron 

Morris L. Hite — _ president, Tracy-Locke Co., Dallas 

J. Ward Maurer ad director, Wildroo. Co., Buffalo 

Raymond R. Morgan pres., Raymond R. Morgan Co., Hollywood 

Henry Schachtc . senior v. p., Bryan Houston, New York 
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Letter at left went to all Vl members of si-oxsok 's All-Media 
Advisory Board from, Editorial Director Ray La pica. In essence 
Board was asked to summarize, interpret, comment on or refute 
previous articles in the 22-month scries. Vo-n'll find opinions of 
si.r advertisers starting below and continniur/ on paye 80'. Itemnin- 
iny sir will be published uc.rt issue. Summary and conclusions by 
si'oxsoh will appear 28 June. Study will be published in booh later. 



' Choice of media is 

only part of ad 
-^^^H problem as a whole 

Mr. Dietz 

After ) mi have interviewed all of 
the experts on the subject of choice of 
media, you have many statements and 
few conclusions. Why? Because choice 
of media is not a whole problem in 
itself, but only a part of the total ad- 
vertising problem. 

Briefly stated, the advertising prob- 
lem is: "How do we sell the most 
goods with this dollar of advertising 
moiie) ? 

No medium sells; it can only de- 
liver an advertising message. So, obvi- 
ously, one must consider the message 
in choosing media. But so must one 
consider the many other aspects of 
the total advertising problem men- 
tioned in this series of articles-— such 
as distribution, type of product, con- 
sumption patterns and so on. 

These series of articles have done 
much to illuminate the complexities of 
media evaluation. They should encour- 
age all media people to take a much 
broader view of their jobs and chal- 
lenge them to obtain the last ounce of 
information on the total advertising 
prohlem of each of their products. 

STEPHENS DIETZ 
Vice President 

Hewitt, Ogilvy, Benson & Mather 
New York 




Mr. Donaldson 

''Is advertising necessary? Or can 
you do better with salesmen, etc? 
One basic ingredient differentiates 



advertising from all other forms of 
sales effort. It is integrated with means 
of communication embraced by the 
potential customer. It is the differ- 
ence between selling by ringing the 
doorbell and being invited to dinner. 

Radio, television, magazine and 
newspaper advertising are accepted b) 
the consumer, lie initiates the sales 
circumstance by turning on the radio 
or television set err buying I he maga- 
zine or newspaper. The consumer is 
there. While be may he irritated by a 
poor commercial or a poor product, 
he is receptive to the. opposites. Touch 
the consumer where he is interested 
and )ou have the opportunity to cre- 
ate a preference for the product you 
offer him on the radio program, the 
television screen, the magazine ox news- 
paper advertisement. His mind is more 
free of other entanglements when he is 
enjoying these media. 

However, this may not he true when 
he answers the door hell. 

All forms of sales effort have their 
place in the over-all sales program. 
There is no distinct line of cleavage be- 
tween various types of sales effort, 
sales promotion, point of purchase dis- 
plays, direct by mail, publicity and so 
on. But their place is in conjunction 
with advertising and not to the exclu- 
sion of it. 

BEN DONALDSON 
Advertising & Sales Prom. Dir. 
Ford Motor Co. 
Dearborn 




Mr. Abrams 



We hear increasing talk of future 
television costs being so high that Mr. 
Average Advertiser will buy program 
advertising much as he buys magazine 
advertising today. 

This basically is the "magazine-of- 



the-air" concept. 

For the advertiser thi* tv program- 
ing technic) ue raises a number of in- 
teresting questions and problems. 

It is difficult for any advert i.-er to 
compare equitably the "niagazine-of- 
t he-air"' concept with am thing lie ha* 
previously done. Merely having been 
a "participating sponsor" in a Shon of 
Shown or kale Smith or Today isn't 
the same thing. For a time "magazine 
of the air" will more carefully select 
its viewers limn will other show types. 

A I the same time Mr. Average Ad- 
vertiser is certain to compare maga- 
zines in print vs. "magazines of the 
air." Each will now offer him inser- 
tions at a cost of "\" dollars per 
thousand, either for a black and white 
or a color ad, flow to compare? 

Is a $25,000 black-and-white page 
placed in a magazine of 5.000,000 cir- 
culation the equivalent of a 825,000 
minute announcement reaching an au- 
dience of 5.000.000 (measured) homes. 
Obviously they are not that easily 
compared ! 

There are questions of impact, of 
message retention, of advertiser identi- 
fication, of total audience and sales. 

These questions will lead to others. 

For example, what frequency is nec- 
essar) and at what frequency does the 
advertiser reach the point of dimin- 
ishing returns? What is the cumula- 
tive audience after 18 announcements 
as contrasted with 13 insertions? (He- 
member Life talks of a cumulative au- 
dience of 73.050,000 people after 13 
issues! I 

Most of us who have used television 
marvel at its impact — the speed with 
which this new medium can produce 
action by the consumer. Here, too, is 
an area of research of extreme interest. 

The "magazine-of-the-air" concept is 
a fascinating one. And just as fasci- 
nating to the advertising professional 
will be the research and results of this 
medium within a medium. 

GEORGE J. ABRAMS 
Advertising Director 
Block Drug Co, 
Jersey City 

I /'lease turn to /;«gc 80 1 
NEXT ISSUE 

Part II of "Conclusions by Advisory 
Board." SPONSOR quotes six of 
12 admen who have been helping 
it maintain a high level of interest, 
accuracy in the 26-article All-Media 
Evaluation Study. Final article will 
rjn 28 June. Book out soon. 
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Travel atl\ orl isors sal male \. V, area economically with 144 hours of |»roi»'raiiji 



<«Aj^THURSDAY MAY 6th 

ij % EUROPEAN 



JTRAVELCADE 



10 day anneK drive heralded "Travelcade' 



hi* Suiidav supplement concept ha- 
i-ouie to focal radio and television. 

Nmdav newspaper* have long used 
*pecial *ectiou* built around a single 
topic- travel for example. Hut the spe- 
cial Sundax supplement section prob- 
ablv had never been used on tlie air 
until members of the Kuropean Travelf 
Commission bought 114 hours of pro- 
grams on \\ MIC-W \BT. New York, 
during the first weekend in Max. 

The whole concept breaks an old 
radio-lv rule: Never put message* of 
two competing client- in the same pro- 
gram, IJul WNBC-WNBT were out to 
attract main advertisers who could 
inner afford to u^e radio and t\ he- 
fore. [> lit I in" commercials of com- 
panic* in the same husiness together 
help* *plit up the co*t. \nd it proh- 
ibit build* interest in the < omiueicial* 
1>\ giving the travel shopper some- 
thing to compare. 

1 In* special section idea was con- 
(> i\cd originallv In the station* as a 
block, on travel exerxwhere and am- 
w here in the world. 

Kntcr llud*on Me\ei. e\ecuti\e \ ice 
president of Caple* Co. I which is the 
agency for the Kuiopean Travel Com- 
n:i**ion representing 21 count riesi. 

Me\er was the first adman ap- 
proached b\ \\ \HC-W NBT. lie Mig- 
gested restricting the scope of the first 
>uudav supplement to Knropean trav- 
el, lie abo suggested the station* 
might plan supplements dealing with 



oilier aspect.* of travel, and get into 
additional topics, hack-to-school, et". 

The special section on the air bears 
a clo*e resi-ni Ida nee to the "inaga/ine 
concept 5 ' a* applied to network radio 
and telex i*ion. Both format* provide 
for a number of advertiser* buying in- 
sertions in a gixen block. Hut the 
\\ NHC-W NBT experiment max repre- 
sent the fust time stations have used 
'"special section ' advertising. 

Because the operation was a sales 
success it s likelv other stations will 
want to keep an e\e on the approach. 
Advertisers and agencies, too, may 
spread the concept to other local sta- 
tions b\ suggesting I hex create sup- 
plements of this txpe. 



VTABC and WNBT aired the prece- 
dent-breaking European Travelcade 
programing block during a total of 
1 14 hours (combined radio and Iv fig- 
ures I on the weekend of 7-9 May. 
WNBC and WX BT are now planning 
one weekend supplement a month on 
topics ranging from back-lo-school to 
winter sports. Richard M. Pack, di- 
rector of programs, told SPONSOR. 

Travel advertisers are so closely 
identified with print advertising the al- 
liance had almost come to be accepted 
as inevitable b\ main broadcasters. 
Here are the problems James Barr). 
\\ NBC-W'NBT account executive, faced 
when he approached Hudson Mexer: 

1. Foreign countries today are no- 



|S'/lorl-H*«ll'<' i'«»*liMf*r<*t«l«{ Bill Berns, WNBC-WNBT news director, made world tour, 
ired highlights, commercials en route. Below, he buys checks from sponsor, American Express 
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lime weekend. New trend on the may? 



Hudson Meyer (I.), exec. v. p., Caples Co. (European Travel Comm. 
agency j, helped convince other sponsors to buy 'special section of 
the air." Dick Pack, WNBC-WNBT prog. dir. (r.), plans one a month 



toriously short oil funds for non-essen- 
tials like advertising. Each dollar al- 
lotted for publicity is as carefully ap- 
portioned as a five-year-old's 10c week- 
ly allowance. Budgets are planned far 
in advance, are generally inflexible. 

2. Because budgets are small and 
because many newspapers (and some 
magazines) furnish editorial support 
for travel ads in the way of special ar- 
ticles, 99% of travel firms have had 
little contact with air advertising. It's 
easier to stick to a tried-and-true meth- 
od than to experiment with the un- 
known. 

3. Travel is a long-range proposi- 
tion. People don't pick up the phone 
and order two plane tickets to Paris 



the way they call the grocer for a 
pound of butter. Many veterans in the 
travel field are convinced the only way 
to sell travel is through a policy of 
consistent, low-key advertising. Would 
the one-shot be palatable as a sales 
vehicle? 

The European Travel Commission 
represents 21 member countries which 
jointly work to further international 
goodwill and economic prosperity 
through travel. The commission acts 
in an advisory capacity for each of 
these countries individually as well as 
representing them as a group. 

Hudson Meyer, exec. v. p. at the 
Caples agency, was sold on the idea 
of sponsoring a three-da) program- 



T ravel interviews: Regular weekend programing got international flavor through spe- 
cial interviews with travel experts like Denmark's Mogens Lichtenberg, shown with Tex and Jinx 




rug block devoted to European trawl 
because he felt it was a cheap, ef- 
fective vvaj to saturate an area pro- 
viding a huge number of international 
travelers. (According to the U. S. De- 
partment of Commerce >ome 35% of 
the passports applied for and renewed 
last year were by residents of the New 
York area.) Dick Pack, \V\BC-\V\BT 
program director, Mejer and Joseph 
Ten, Caples radio-tv director, origi- 
nated a variety of programs pointing 
up many aspects of foreign travel. 
Many shows regularly scheduled on 
weekends over the two stations were 
slanted to the travel theme by the u-e 
of special guests and topics. 

The package was designed so that 
eight members of the European Travel 
Commission split the total cost for 
both radio and tv. The entire 144 
hours cost a total of $16,000: Pack 
sa\s future special sections will be sold 
for about $25,000. Each sponsor got 
10 one-minute participations in 10 dif- 
ferent radio programs and nine one- 
minute announcements in nine differ- 
ent tv shows for about $1,650. 

news and special 
events director. Bill Berns, made a 
'round-the-world trip in 10 days, 
broadcast live commercials for a tenth 
sponsor. American Express (agency: 
Benton & Bowles) from various parts 
of the world. Taped interviews and 
special reports by Bern? via short wave 
were included in the programing 
block. Cost: $2,500. 

The eight members of the European 
1 ravel Commission sponsoring the spe- 
cial section included: the British Trav- 
el Association (through Hewitt. Ogib 
vy, Benson & Mather); Cunard Lines 
( Charles \Y. Hoyt and Kelly Nason I : 
the French Government Tourist Office 
( Benton & Bow les f : the German Tour- 
ist Office ( Stephen Goerl Associates I : 

(Please turn to page 62) 
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Onlv real media measurement is 
ahililv to sell, savs AHKI's Ward 



Joseph B. Ward 



£ \ -i-cmitl liidn-liinl Rev olitlion is 
-w «'<-|»iii^ I ,S. marketing. Machines 
arc replacing 111**11 a- »al<**iiien, n< traf- 
fic clerks, a> inventory planner-. 

In contrast In 1 1 1 «* new science of 
business operation, advertising meth- 
od- remain a matter of "opinion." 

That, summarized, is how Joseph B. 
Ward started a talk, to Canadian adver- 
tisers earlv I Ida month. M\ '"opinion" 
Joe Ward means am form of rating Or 
oilier measure of advertising based on 
circulation. 

The scientific measure of advertis- 
ing, savs Ward, is abilitv to .-ell. 

Ward is in a unique po-ition to talk 
about both science and advertising. 
He's a successful West Coast industrial 
engineering consultant: he is also pres- 
ident of Advertisiii" Research Bureau 



Inc. lAKBIl, Seattle research firm 
which measures media results in terms 
of sale-. A RBI tests generally com- 
pare radio with new spapers, but ihev 
have been used as well to compare ra- 
dio with television. (A previous arti- 
cle on \RRI appeared in the 9 .March 
1953 is*ue. I 

From his position astride science and 
sales research. Ward delivered some 
stimulating predictions on the future 
of radio adv ertisiug and retailing. 
(You'll find them summarized on this 
page: sec also "Robot Retailing" 23 
March 19531. Ward also explained in 
detail how \ i i 15 1 is able to measure 
advertising on the basis of sales. 

si'O.ysok presents some of Ward's 
ideas to stimulate advertisers and agen- 
evmen in their thinking about the sig- 



nificance of ratings, sponsor has long 
urged a more realistic view of ratings: 
has fought to extend knowledge of 
their strengths and weaknesses. 

^ oull find fiv e topics excerpted and 
summarized in the article below: 

1. Difference between fact, opinion. 

2. Sales effectiveness results of A RBI 
radio vs. newspaper tests. 

3. Interview technique. 

4. Relationship of ratings to sales. 

5. Difference between radio- and 
newspaper-influenced customer*. 

I- The advertiser who wants to make 
money must know the difference be- 
twecn fact and opinion : Let's get down 
to cases. It is a fact that the Audit 
Bureau of Circulations, can. with a high 
degree id accurao. measure the paid, 



Ward predicts robot retailing will make pre-selling by radio- tv vital: 



1. The name of tin- force causing fundamental rhinites in 
marketing i- known ft* "ry benn-tie*" or automation. 

2. The engineering principles being applied are based on 
-muni scientific analysis. Some of these principles were de- 
\eloped from electronic knowledge learned during and after 
World War II. These principles arc felt bv many to eon- 
stilutc the second Industrial devolution. Whereas the first 
revolution substituted the machine for man's arm, the see- 
<>n«l one is -iih-titiiting tin- miirhiile for man's mind. 

.{. Tliis iiiaeliine that "think-" i- freeing man of monoto- 
iioii- work, permitting greater h-i-nre, 

1. Such machines are applicable not onlv to indu-trv hut to 
wholesaling and retailing, and in the next few jeiirs will 
bring the rapid growth of giant wholesalers and retailers. 

.">. Distribution practices are being given thorough stud? So- 
da* to prepare for ma-- <li-tributioii of ma-- production. 
What i- now called ma— production will be a "trickle" com- 
pared with the potentialities of real ma-- production. Our 
creak* anil wasteful distribution methods have failed before 

to handle the flood of manufactured good- notably in 

1929. IM-triliiitiiiiL now i~ where manufacturing was in 1910. 

t>. Imper-oiial "inn** -<-IIiug" i« tilt- t<-riii given today to a 
Ireud long nnderwav and a<-centiiat<-d bv World War II. The 
efficient, personal -elliitg of retail clerk- ha- -ufTercd. 



7. We urc entering an age of brand consciousness, the like 
of which we have never -ecu before. Advertising of national 
brand- on a hitherto hit-or-inis- hasi- will have to bear the 
whole re- pon-ihilitv for pre--clliug thp customer, 



8. Evidence of impersonal selling is prevalent in food super 
markets where the purchasing bv customers is robot-likes 
The elapsed time in tin- store ha- been cut radically. As one 
observer savs. "In practical!? all of the store units of our 
largest retailers ... we see a mechanization of the public's 
shopping function which even in its present early >tage rep- 
resent- a total revolution in buying." 



9. A,- another ob-erver put- it. "The whole trend of the now 
mass retailing era will Im' in the direction of putting the 
selling burdens 011 just two media: one i- advertising: the 
other i» interior display — in an entirely new form." 



1(1. Mechanized, elcctroni/.ed floor and counter displays will 
let the shopper give herself a competent demonstration of 
an item bv simpl* pressing a button or turning a dial. 



11. l-roin the engineer's viewpoint flic new industrial dis- 
tribution developments inns! go band in bund with communi- 
cation of me— age* either to ail. individual or to a large group. 

12. Ma— communication of electronics (radio and tv) is vet 
in its infancy and will be ma-tcrcd bv manufacturer- and 
retailer- in pre— elling eii-tom er». 
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Aftfff uses stiles its uavdsiich 




Research firm interviewers 
in store ask eustomers 
wlieir I hey found out 
about merchandise. To 
verify fact customer ac- 
tually did liear or read 
ad, interviewer next asks 
what newspaper or pro- 
gram was involved, then 
asks what customer re- 
members about the ad. 
Only responses verified in 
this way are used in the 
final results. Other ques- 
tions asked: "In your 
opinion does the store get 
better results from news- 
paper or radio ads?" 



ftfiffio heats newspapers in 201 tests 

Dollar Volume of f\jrcha«cc by Media 

39.5^ 



\Klil firm made 201 
point - of - sale studies 
throughout country to test 
pull of radio vs. new-pa- 
pers. In comparing dollar 
volume of purchases by 
customers brought in by 
radio with that of news- 
papers, firm found 3<A5% 
of total dollars spent were 
attributable to radio, only 
23.5% for newspapers, Al- 
so uncovered by firm is 
fact that radio customer* 
often buy merchandise 
other than that advertised, 
newspaper customers tend 
to stick to test items. 



23.5* 




RADIO NEWSPAPER 
Conlv) (only) 



circulation of a dail) or weekly news- 
paper or magazine. It is a fact that 
the Bureau of Broadcast Measurement 
can, within stated limits of accuracy, 
measure the number of radio homes 
for a given radio station. However, it 
is strictly a matter of opinion what 
circulation or BBM figures on radio 
homes have to do with sales results. 
(BBM is Canada's equivalent of U.S. 
Broadcast Measurement Bureau, now 
defunct.) 

An advertiser may have a theory 
that if he carried his advertisement in 
a newspaper with high circulation, or 
if he carries his commercials on a ra- 
dio station with a high BBM, that that 
will necessarily mean he will get high 
sales results. When you take measure- 
ments of circulation, or measurements 
of radio homes, you get facts— but not 
facts about sales results. 

Let us take another "for instance." 
It's a fact that a readership survey can 
establish, within a stated degree of re- 
liability, how many people saw and 
read an ad and associated it with the 
product or advertiser — and how many 
people have read most of the reading 
matter of the advertisement. It's a fact 
that a coincidental telephone survey 
can establish with a given degree of 
reliability how many people are listen- 
ing to a radio program at a given time. 
However, it is strictly a matter of 
opinion, what readership or listenership 
to a particular program have to do 
with sales results. An advertiser may 
have a theory that if he achieves high 
readership or buys a program with a 
high rating he will automatically get 
high sales results. Actually his theory 
is simply an opinion. 



In radio and in newspapers glamour 
has caused a lot of people to confuse 
opinion with fact. We can all recall 
the days when a local sponsor hired a 
soprano because his wife liked so- 
pranos. This was opinion working very 
close to home, and if the merchant 
didn't get any additional business at 
the store, at least he might get some 
peace of mind at home! 

The fact is that advertising is of lit- 
tle value if it does not result in sales. 
And the place to measure the facts 
about sales effectiveness of advertising 
is in the store, at a location not far 
removed from the cash register. In 
business, there is no opinion about a 
dollar spent by a customer. 
2. Sales effectiveness results of radio 
vs. newspapers, as disclosed by ARBl 
point-of-sale tests: In establishing a 
method of obtaining facts from the 
customer at point-of-sale, we had to 
find a method that would apply to two 
unlike media such as newspapers and 
radio. After several months of experi- 
mentation we suddenly hit upon the 
idea that only dollars were common to 

THIS WE FIGHT FOR 

We fight for better radio and tv 
ratings, and a more realistic view 
of them. We are convinced that 
radio and tv ratings are NOT the 
ultimate in deciding whether a 
sponsor's interests are being effec- 
tively served by his present pur- 
chase, nor the ultimate in deciding 
what to buy. We work to throw 
light on the weaknesses and 
strengths of ratings, educate adver- 
tisers to their limitations as well as 
values in planning air campaigns. 



both media. Therefore, all of the tests 
that have been made are based upon 
equal dollars in whatever media havc- 
heen tested. 

The advertising in both media would 
begin simultaneously and during a 
three-da)' period trained interviewers 
at the point-of-sale would inquire from 
the customers how they had learned 
about this merchandise. The three 
days were selected as the period for 
testing the results on the basis that 
newspaper advertising has a measur- 
able life of three days at the point- 
of-sale. Therefore, the period was ad- 
justed to the life of a given newspaper 
promotion. 

Radio announcements were used pri- 
marily in these studies since most of 
the advertisers with whom these stud- 
ies were conducted either were not us- 
ing radio at all, or had merely been 
spasmodic users of the medium. 

Radio programs have been used 
where the advertiser has already had 
such programs on the air. In such 
cases the amount spent for the program 
over a three-day period (if it were a 
daily program I determined the amount 
spent for newspaper advertising in the 
study. 

In some cases participating an- 
nouncements have been used on per- 
sonality programs, although these were 
considered merely premium announce- 
ments and charged for as such in re- 
lationship to newspaper advertising. 

The advertiser in using newspaper 
space was given free choice to use it 
in any way he wished. He could use 
one paper or several; he could run his 
advertising on one day or over three 
{Please turn to page 58) 
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4 ways you can use this 
valuable SPONSOR feature 

In every issue of SPONSOK you will find the handy, 
up-to-date listing of new tv station grants which appears 
below. Here's how this compilation ran help you. 

1. You can plan campaigns far in advance by check- 



ing on-air target dates given in chart. 

2. Names of permitee, manager and rep for each 
new c.p. and station make it easy to get additional data 

3. List of all' stations newly on air tvith commercia 
programing during two weeks preceding issue is handy 
reference list to update timebuyers. 

4. Box score at bottom of page is succinct summary 
of tvs status. Includes total number of U.S. stations. 






1, Sew stations on «ir* 



CITY 4. STATE 



MASON CITY, IOWA 



PORTLAND, MAINE 



SALISBURY, MD. 



CALL CHANNEL 
LETTERS NO 



KGLO-TV 



WGAN-TV 13 



WBOC-TV 16 



ON AIR 
OATF 



POWER (KW)' 



NET 



STNS. 



VISUAL AURAL I AFFILIATION | ON AIR 



SETS IN 
MARKET* 

1 000 1 



PERMITEE i MANAGER 



29 May 



1 June 



24 May 



100 50 CBS, DuM 



239 127 ABC, CBS 



12 6 



hi FA ' •* Radio Ine. 

Lee P. Loomls. pres. 
Herbert R. Ohrt. exec. 
» P. 

Roger Sawyer, trfas. 
Donald G. Harrcr. sec. 

KIFA Guy Gannct Bests Serv- 
r,r ** ices 

Guy P. Gar.net. pres. 

C. E. Gatchtlt, v.p.-gen. 
mgr. 

Lie X Peninsula Bcstg. Co. 

John W. Downing, pres 
W. Lee Allen, y.p. 



RE*P 



Weed Ty 



A v ery- 
Koodel 



Burn-Smith 



ff. iVcic construction permits* 



CITY * STATE 



ADRMORE, OKLA. 
BANGOR, ME. 

FLINT, MICH. 



NEW YORK, N. Y. 



SAN ANTONIO, TEX. 



WAUSAU, WIS. 



CALL CHANNEL 
LETTERS NO. 



DATE OF 
GRANT 



KVSO-TV 12 



WNYC-TV 31 



KCOR-TV 41 



U. S. stations on air. incl. 
llonotulu and Alaska (21 l/av 
*5r) 

Markets covered 



12 May 
6 May 

14 May 



12 May 



12 May 



12 May 



ON-AIR 
TARGET 



POWER (KW)" 



STATIONS 
VISUAL 1 AURAL 0N A,R 



SETS IN 
MARKET* 
(000 » 



PERMITEE i MANAGER 



28 
1.5 

316 



14 0 

0.85 1 

158 3 3 



251 



1 Nov. '54 19 



93 



BOX SCORE 



:i7G 
2:10 



I'ost-jreeze c.p's granted {ex- 
cluding 28 educational grants; 
21 May *.>!) 

Grantees on air 



.» i.v 

2«« 



NFA 
58 vhf 

1,140 vhf 



135 7 
9 2 

55 0 



4,150 vhf 



191 vhf 



NFA 



John F. Easley. sole 
owner 

Albert Riesen. gen. mgr 

Murray Carpenter ■& As-- 

sielatcss 
Murray Carpenter, pres. 
Marie Zoldes. s*c. 
C. L. Landon 

WJR. The Goodwill Sta< 

tion Inc. 
John F. Patt. pres. 
Frances S. Richards. 

part owner 
Worth Kramer, v.p.-gen. 

mgr. 

William Sicbert. see., 
treas. 

F. Slblrv Moor* v. p. 
George Cushlng. y.p. 

The City of New York 
Seymour N. Siege!, dl- 
rector 

KCOR. Ine. 
R. A. Cortez. pres. 
Kenneth R. Hyman. vip„ 
R. A. Cortei Jr., v.p, 
W. P. Smythe, v.p. 
Ruth Burleson, see. 

Wisconsin Valley Tv 
Corp.* 

John C. Sturtevant. pres., 
George T. Frechette, v.p. 
A. F. Berner, sec. 
Howard A. Quirt, trtas 



Ti- homes in i'.S. (1 April 
•54) . 



RADIO 
RE PI 



Venard 



Chrlstal 



O'Cotinel 



20. tm. OOOS 

U.S. homes uith tv sets (1 

April "54) 62 %§ 



'Both Dew C P 's and tutloni tolni on the air listed here ire that* which occurred between 
* Mar and 2t May or <ffl fctlUll Informal ton could Im .attain^! In that |>ctI<mI. Stations Are 
considered to ba on tha air when commercial operation ttarti. "Potter of c.p.'i It that recorded 
Is KCC applications and amendment! of Individual grantees. * Information on tbe number of set* 
In market* where not designated as belnr from NBC Research, consists of estimate! from the 
stations or reps and must ba deemed approximate. (Data from NBC Research and Planolnf. 
Pemottsei «o homes with sets and homes In tv rove-rage areas are considered spproximate. 11d 
most raise, the representative of a radio station which Is rraoted a C D. also represents tha new 
tv operation Klnre at presstlme It Is fenarally too early to confirm tv representations of moat 
rrantaes. SPONSOR lists tha reps of tha radio stations In this column (when a radio station bas 



been given Ois tv traotl. NFA: No Uiures available at presstlme on teu in mart*. 

'sin I, m claim; 7H(l WW viewers. 

AJrnnt made |>,n»H,lc by dismissal of competitive application of WLHZ. Ilangor. which rrcrl.ies 
cation I" purchase 40V Interest In i't-rmltee Mllhln one year. Omnt subjet to condition 

that Murra> tartu-nter dispose of hit Intercut In \VC,l Y 
'ISctrolt xtiii.ru. 

• 1'i-rmltec Is licensee of WATK. Antigo. Wis 

'TliU number im ludc< grants to pcrmltere »ho have since surrendered their c.p. s of wHff 
haic had llicm >»!<!< . I hy K(T 
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SPONSOR 



Of course flowers can talk! 



You can make them do it any time you wish; and you can be sure 
of what they're saying, too. These and other stunts are available 
in great variety — ready to be used to change pace, or to clinch a 
point. Easy, economical, too, when you USE EASTMAN FILM. 




Pbr complete information — what film to use, latest 
processing technics — write to: 

Motion Picture Film Department 
EASTMAN KODAK COMPANY, Rochester 4, N. Y. 



East Coast Division 
342 Modisan Avenue 
New York 17, N. Y. 



Midwest Division West Coast Division 

137 North Wobosh Avenue 6706 Sonta Monica Blvd. 

Chicago 2, Illinois Hollywood 38, California 



Lovely in black and white? Yes! But |+»lr>k of it in COLOR! 



Agents for the distribution and sale of Eastmon Professional! Motion 'Picture Films; 

W. J. GERMAN, INC. 

FarTleej N: J.; Chieogo„ III.; Hollywood, California 





rani) 



SI rating ©f ton § 



Chart covers half -hour syndicated film pca*# 





Aant Pair 
a«v rink 


Top JO shows In 10 or more morkets 

Period 1-7 March 1954' 
TITLE SYNDICATOR. PRODUCER. SHOW TYPE 


Average 


7. STATION 
MARKETS 


i.CTiTiriM umvrTQ 
*'9 i ai lun n a nn 1 1 9 


J-oTATlON MARKE 


rating 


N.Y. L.A. 


Bntm Chi. Mpli Seattle St. L Wash. 


Atlanta Bait. Buffalo Cln I 


1 

I f 


f 'oi-oi'ifi* Story, Ziv (DJ 


'111. 7 


70.2 70.3 

ivnbt kttv 
10 30pm C ocipm 


79.5 27.5 78.0 48.0 10.9 

\ina' ti ureotv krtiK tv ksd iv wt«ri-Iv 
10 30pm 9 '30pm K:00pm 9:30um 10:30pm 


76.0 

7 :00pra 


•a 1 


1 t.ed Three Lives, Ziv (D) 


*:t.:t 

2I.U 


72.5 8.4 

ivnlit kabe-tv 
l():30pru 0 aOpin 


20.3 70.5 79.0 78.5 42.0 7 7.0 

wuar tv wgn-tv kstp-tv kini l\ k* l-iv wiitp-(\ 
7:00ptn 9:30pm 9:30pm r Unpin I '» <Hit>i(i I»..!fi;ii« 


7.5 76.0 52.3 29.1 

«l« a ubal-tv ubtTi lv ulw ■ 
0:30pin 10:30pm 9:30nm »:30r> 


Cisen Kid, Ziv (W) 


72.9 74.7 

nnhl kabe-tv 
fi :00pm 7:00pm 


74.3 72.7 9.8 79.0 32.3 73.4 

vtoac-tr wbkb weeo-tv kotno-tv ksd-tv wnbw 
f, :30pm 4:30pm 5:00pm 7:00pm 4:30pm 6:30pm 


70.8 7 7.3 42.5 20*1 

■ aea tv ubal-tv v.b«i tv wrpo,B 
fi :U0pm 7:00pm 7:00pra 6:00), 1 


f ."> 


.SllJM'rilKMl, Flamingo, R. Maxwell (K ) 
City Detective. MCA, Revue Prod. (DJ 


20.7 


76.4 76.0 

ivno 1 kabe-tv 
0:00pm 8:30pm 


74.8 76.4 9.0 25.5 28.8 72.2 

wnac tv wbkb wreo-tv klne tv ksdtv «\nbv 
>i.30pin 5:00pm 5:00pm 6:00pm 5:30pm 7:00pm 


23.3 78.3 47.0 

nsb'tr vtbat tT «ben-tv 

7 :0<>pm 7 :00pra 7 :00pm 




20. .> 


3.9 72.2 

H-plT knxt 
7:30pin 10:00pni 


5.7 73.8 77.5 32.8 7.4 

wbkb weeo tr kine-tv ksdtv wti.ptv 
S :30pm 10:00pm 10:30pm 10:15pm 3:00pm 


9.5 38.8 

wmar-tv wbfn-tv 
11 :0Opm 10.30pm 


« n 


U'iitl Hill IlivUols, W. Broidy (W) 


20.1 


7 7.0 7 0.7 

«nbt kabe-tv 
(> :00pm 0 :00pm 


8.8 7 6.2 25.8 2 7.0 26.0 7 8.2 

ivnae-tr ubkb wcro-tv klng-tv ksdtv wnb-.v 
3:00pm 1:30pm 5:30pm 6:00pm 12:00n 7 00pm 


75.5 72.8 30.3 7 7. 

irsbtv nbaltv \\bentv ulw- 
i :30pm 7:00pm 1:00pm 5:30| 


7 it 


Kit Cm'mm, MCA, Revue Prod. (W) 


20.2 


7 7.7 75.0 

ivnbt kahc-tv 
fi :00pm 7:30pm 


75.3 20.3 27.8 

unae-tv klng-tv k»d-tv 
•):00pra « :00pm 2:30pm 


75.8 72.0 26.0 

uhv-a umar tv wben tv 

B :00pm 6 :00pm 3 :00pm 


it u 


Itnnge Itiders. CBS Film, Flying "A" (W) 


20.1 


72.2 8.5 

u'libt knst 
illlOpni TMi'lpm 


27.0 72.8 76.8 70.5 

ultz tv wran-tv komo-tv wtnp-tr 
7:00pm 7:00pm 7:00pm 7:00pm 




n 7 


Foreign Intrigue, JWT, Shel. Reynolds (A) 


ID.2 
lit. 11 


77.4 72.9 

nubt knbh 
10 :30pm 10.30pm 


27.3 75.0 27.5 76.3 20.8 74.5 

«b'. tv wen tv kstp tv king Iv ksdtv vrabw 
10.30pm ^:30pm 9:30pm H:00pm 11:00pm 10:30pm 


9.8 6.0 7 7. 

vsaea tv wbuf-tT ncpo 
7:00i>ra * :0Opm 8:30p 


10 10 


Itodge 711, NBC Film (D) 


8.5 76.5 

j nor tv kttv 
1 9:flnpia 7 iHOpm 


75.8 72.7 25.0 76.9 

wtiar tv ivcn-tv klnc ti wnbiv 
2:0iipm S 00pm !i .30pm 7:00pm 


7 7.5 7 5.0 74. 

ivbv-a vrbal-ti wlw 
9:30pm 10.30pm 18:30t 


R>nk Part* 
■n> rank 


Top 70 shows In 4 to 9 markets 


I f 


Crown Theatre, C6S Film (D) 


2 a a; 




8.4 74.3 35.3 

ubkb krmiotr ksd-lr 
10:00pm ti :30pm 10 :00pm 




2 .'» 


Your All-Stov Theatre. Screen Gems (D) 


in. 2 
in. a 

18.1 




7 3.0 

nubw 
10:30pm 


38.3 

Hbmtv 
4 :30pm 


.*» 1 


ffopnfoiirj Cassidy, NBC Film (W) 


9.9 

kttv 
7:01pm 


7 7.5 27.8 74.7 

«bz-tv urco-t\ nnbw 
0 :30pm fl:00pni 7 :00pm 




1 ' 


Craig Kennedy, L. Weiss, A. Weiss (M) 




2.3 

wentv 

7 :30pm 




r, t: 


fiene Antry. CBS Film (W) 


IG.7 


72.4 

knit 
'< :30pm 


7 7.2 7 6.8 

ubbmtv klnetr 
3:30 pm 6:30pra 


20.3 

umar tv 

S :00pm 


« ?> 


Cotchtty (i-Mcn, Flamingo. United Artiots (W) 


Ui.2 


3 7 

uabr tv 
1 3 Op in 


74 3 27.8 

wpco-tv ksdtv 
2:00pm 12:30pm 


75. 

vrcpo- 
l:30p 


7 7 


Death Valley Hays, McCann-Ericlson (W) 


i> — 

1.1.8 


72.7 79.0 

w 'hs \\ knit 
2 00pni S iMipm 


2 7.3 5.3 7.2 

klnetv ntvi »ttv 
9:OOi>m 10:00pm < :30pm 


• , 


tt r. 


/Vinox "h* Andy, CBS Film (C) 


1 1.8 

f 


9.5 26.0 5.8 72.4 

"bit- tv koinn tv utV'l (vtop tv 
11:15pm s -30pm 7 .00pm 7 :00pm 




u ' « 


Captured, NBC Film (D) 


3.5 8.5 

M-nr-lv kttv 
o 00pm s 00pm 


3.5 30.5 

«cn tv ktnir Iv 
S :30pm s :30pm 


f 

n-aara 

10:30pm 




Abbott A Coxtello. MCA. TCA (C) 
Hnektf .J«H(*5, United TV, Roland Reed (A) 


12. 1 
12.1 


7 2.2 6.9 

MPllI ktlv 
« 00pm 7 00pm 

7.5 

knit 


74.5 27 0 

\nv«p tv klne tv 
6 00pm 7 00pm 


6.8 

wmar- tv 

6:30rim 


f« ! 


4.0 76.5 7.2 

wbkb klnc-u w-ttjr 





Show trpo ajmboli (Al advrnturf; (C) eomewly; (D) drama; (K) kid ihow; (M) mritfry: 
\V) \V«t.rn. rt1m« llitml ar<- «jnllratpj. half hour IrnEth, brna.lr»«t In f.>ur or more mar 
k"t« Ttir ari-race ratlns Ir an unnrlshtrd arrracr of tndlrldual markrt rattnci Hated above. 



Ulank ?pae« Indicate fllm not brwidrast In thts market as of 1-7 >farcb 1954. W"hl 
» >rk ahwi are falrlj ttable from one month to another In the market* In uhlch 
tbla la true to a murh lesser extent with syndicated showa. TMs should be borne U 

Chart in €(ner ipril uill n/iiirtir II ./;;rie iixm\ tboi e ihtirl preiiimsl\ nppnunl 17 May. 



*« it 



4 



Id 



ni'uliy made tor tv 





3-STATION MARKETS 



5D s y t(,n Detroit Mllw'kee Phlla, S. Fran. 



1 



- » 



76.0 

wjbk-tv 
10:30pm 



70.0 

kgo-tv 
7:00pm 



27.0 20.5 24.3 72.3 79.5 

vhlo-tv wjbk-tv wtrnj-tv wrau-tv kron-tv 
,00pm 10:30pm 10:30pm 7:00pm 10:30pm 



25.8 37.5 20.5 22.3 

wxyz-tv wtmj-tv wcau-tv kron-tv 
7:00pm 4:00pm 7:00pm 7:00pm 



2-STATION MARKETS 



Birm. Charlotte New 0. 



58.8 52.0 

wbtv wdsu-tv 
9:00pm fl :30pm 



29.5 59.3 

wabt wbtv 
10:30pm 8:30pm 



J0.8 7 7.5 28.3 24.5 7 3.3 

wlw-d wxyz-tv wlmj-tv wcau-tv kgo-tv 
:00pm «:30pm 4:00pm' 7:00pm 6:30pm 



77.8 75.3 

:hlo-tv wjbk-tv 
:30pm 10:30pm 



26.5 33.5 27.5 

wbrc-tv wbtv wdsu-tv 
5:00pm 11:00am 5:00pm 



28.3 37.8 24.3 

wabt wbtv wdsu-tv 
6:00pm 5:00pm 5:00pm 



77.5 23.3 58.5 33.0 



kron-tv 
10 :30pm 



wabt wbtv wdsu-tv 
ft :30pm 8 :00pm 10 :00pm 



73.0 20.8 23.5 76.2 78.0 

'vlvv-d wxyz-tv wtmj-tv wptz kgo-tv 
:00pm 6:30pm 12:00n 6:30pm 6:30pm 


27.3 37.5 36.8 

wabt wbtv wdsu-tv 
6:00pm 5:30pm 3:00pm 


77.8 7 7.3 38.3 79.3 78.8 

*lw-d wjbk-tv wtmj-tv wptz kron-tv 
> :00pm 6:00pm 4:30pm 6:30pm 4:00pm 


29.3 36.8 

wabt wbtv 
6:00pm 5:30pm 


76.5 72.8 77.3 26.3 

wxyz-tv wcan-tv wptz kpix 
7:00pm 7:00pm fi :00pm 7:00pm 


32.0 42.3 

wbtv wdsu-tv 
1:00pm 6:00pm 


75.3 74.5 45.5 72.9 8.8 

klw-d wjbk-tv wtmj-tv wcau-tv kgo-tv 
,0:30pm 9:00pm 9:30pm 10:30pm 9:30pm 


24.0 60.0 

wbrc-tv wbtv 
9:30pm 9:00pm 


75.5 76.8 2 7.0 29.0 

.vlw-d wwj-tv wcau-tv kpix 
,0:30pm 7:00pm 6:30pm 9:00pm 


79.0 49.8 74.3 

wbre-tv wbtv wdsu-tv 
1 9:30pm 10:00pm 11:30pm 



1 


48.3 

wdsu-tv 
9 :30pui 


73.5 

wwj-tv 
10:30pm 




9.9 

wfil-tv 
5 :30pm 


79.0 38.8 

wbrc-tv wbtv 
6:00pm 5:30pm 


7 7.0 76.2 8.3 

wjbk-tv wcau-tv kgo-tv 
7:00pm 6:00pm 9:30pm 


52.5 

wdsu-tv 
9:30pm 


70.6 

wcau-tv 
5:30pm 


28.8 

wabt 
fi :00pm 


72.0 

wjbk-tv 
1:30pm 





75.8 



« bio-tv 
:00pm 



78.2 

wcau-tv 
10:30pm 



78.3 

kpix 
7:30pm 



70.0 76.0 4.9 

■wwj-tv wtmj-tv wfil-tv 
11:00pm 11:30pm 7:00pm 



73.9 7 7.3 

wcau-tv kgo-tv 
10:30pm 7:00pm 



74.3 23.0 

wxyz-tv wtmj-tv 
6:30pm 10:30pm 



74.0 

kron-tv 

5:00pm 



|alyzing rating trends from one month to another in this chart, 
fto last month's chart. If blank show was not rated at all in 
or was in other than top 10. 




open 
in the 



From hundreds of 
the 29 most profitable 
television antennas are 
arms for WFMY-TV's 

No other television station 
homes all across this 
reality, made up of many 
command the viewing 
with over 1,160,000 
families whose solid 
large-scale manufacturing 

Take the straight route 
successful advertisers 
WFMY-TV's influence on 
$1,500,000,000 cluster 
And it's growing just 
Let Harrington, Righter and 



arms 
Piedmont 



thousands of rooftops, throughout 
counties of the Prosperous Piedmont, 
reaching out receptive 
powerful signal. 

is welcomed so often in so many 
giant market ... a market, in 
markets. Only WFMY-TV lets you 
attention of an audience 
potential customers — high income 
buying power is derived from 
and agriculture. 

into their homes, just as so many 
are doing. They've found that 
buying habits in this 
of markets has amazing power, 
as heartily as the Piedmont itself. 
Parsons show you the proof. 



wfmy-tv 

Basic CBS Affiliate - Channel 2 

Greensboro, N.C. 

Represented by 

Harrington, Righter I Parsons, Inc. 
New York— Chicago-San Francisco 



TIRE SERVICE 



GROCERY 



n|'()\s(J|{: Ra>'«'lir. e \GE\< \ Hired 

(.\IM I K T IIIMOin A'wy's Tut' Service has been 
tin-ruling about SI 00 « iici't (J« /ire announcements daily 
six dins a ueek on II I.OI . lun I leu si is, the miner, re- 
eertth wrote to the station and said. "W e want yon to 
know that our advertising campaign out U I.Ol has been 
the must efjectiie promotion that tie hare ever under- 
taken. . . . In rri\ 2(> \eur.s oj business. I hare encoun- 
tered no atti ertising medium that has serred .so it ell. 
Checking rn\ records. I hate discovered that II I.OL has 
/list about doublet! nn business. . . ." Ileustis demands 
that co-op radio ad campaigns include 11 LOl . 



\\ I <>l . I oni-wll,- 



Pl\l M,K \ M : \nnnuiiei-nn-tits 




results 



LINOLEUM 




SPONSOR: Anow Food Market AGENCY : Dire*, 

CAPM LE C\*E HISTORY: About 11 months ago, ///, 
tt> Sanchez owner oj the Arrow Food Market — decide- 
to buy some radio advertising. Since then he's invest e> 
about $200 a month in radio, which yields 10 participa 
Hons a ueek on KABQ. Sanchez suspected that Ins bust 
ness teas up somewhat, but he wasn't prepared for th 
surprise waiting jor him ujter he added up his books jo 
the 1 1 -rnontJi period. He found that each month oj th 
entire period business had increased SI 5,000. Com 
merits Sanchez: "/ knoii the amount oj increase is a HttL 
hard to believe, because it even surprised us. „ , ." 



K \HQ, Mlniqiicrtjuf 



PROORAMs: La Huru Mexican 
Lalin Vinerii an Serenad 



THEATRE 



*>PO\*>OR: Vvon Theatre U'K-NO : Dii 

( \P*<1 LK CASE HISTORY : The Avon Theatre, in Jf'esi 
Memphis. Ark., recently opened its balcony to \egroes 
jor one week. The owners decided to use only one rue 
dium- If 1)1 A- to promote the netr operation. Announce 
merits were run over a three-day period, cost $10. Re- 
sults: More than 1.100 \egro patrons which netted the 
theatre a total oj $000 — or a return oj $15 for every dob 
lar invested. The sponsor was "overwhelmed, ' 



WDIA. Memphis 



PROGRA M - \mx.uu. emen^A 



REAL ESTATE 



M'ONMH!; I lali< •■ \ i in itaii Hlhul (.(.. 



VGENO : Hired 



( \PM I I ( Wl IIMOin : '/'he .sponsor, a one-man 
company , hail used II SOh to sell Venetian blinds. But 
he wondered how well he would do if he branched out 
into the linoleum field. Cautiously he ran a one-week test 
campaign using 21 announcements. Budget for the cam- 
paign uas $b0. After a jew days he uas pretty sure he'd 
do all right in the floor covering business, and by the end 
of the week he uas positive he'd be a success. Telephone 
calls alone coming from the announcements produced 
more than $1,500 north of floor covering business. 



\\<iik. \a-li\ill. 



PRO!;!} \\l : \niiimii«< uienl* 



HOMES 



-PON^nlv Mjmdoii.I I k.-lh \GE\n : Hired 

i \IMII < W IIN'«)HV This home builder uas 
opening a new dei etopmeul. He hadn't used any adver- 
tising. Then on a Saturday he bought join announce- 
ments <it a cost oj *50 its the onh advertising jor the 
development . Before the du\ uas over, and us u direct 
result oj the II 7 ■!(' announcements four homes costing 
> 1*2,500 each uere sold. That's an advertising to sales 
ratio oj 1 to 1,000. But in addition to the immediate 
sales that same day. the builder developed a long prospect 
list for hit homes. 



WT \( . Hin i. Mi. I,. 



PR I X . il \ M \n limine rineni* 



M'OWMJ: Gu-pcr & Son \GK.\< V: Hi r»r 

CVPM LE C\^E HISTORY: Carious advertising media 
were used by Gosper & Son — but with no noticeable re- 
sults. Then the firm decided to try 12 announcements 
which cost $297.50. Before the campaign uas over, the 
sponsor submitted a progress report to WOW. He said 
he'd been deluged with telephone calls- between 00 and 
75 — following the advertising. But that wasn't all. As a 
direct result oj the announcements, Jour houses were sola 
and the realtor had several other prospective buyers. He 
says results far exceeded expectations. 



WOW. Omaha 



PRO(.R \M : Viiiioiin. ehn n 



- 



POISON OAK REMEDY 



sP(I\H)R: Hannah Laboratories \CE.\< 1 : \Mm.u kitnliall Co 
( UNI I.E i \sE IlKIOin : Hannah Laboratories had 
no sales force, wanted to establish distribution of its 
poison oak remedy. So Help Me Hannah, throughout the 
Bay Irca. The firm bought three participations ueekh 
on kCBS for $81 a ueek. Three months later Les Han- 
nah, laboratory miner, wrote: "'A spot check on dm 
stores slum s that better than 05' , stock So Help \ 
Hannah. Our sides and advertising cost us the lowest 
the business . . . far less than a feu high-pressii re sales- 
men uould cost in go out and get initial distribution. ..... .1 



! 



k< It-. Sjri Fi 



PKOCKVM: W'aiiin" f»r 




AMERICA'S FIRST AND ONLY NEGRO RADIO NETWORK MEETS WITH SUCCESS 



"Ruby Valentine" portrayed by Juanita Hall has within 13 weeks 
becnme the best known National Negro Radio personality in America 
Some of Americas smartest sponsors— PET MILK, PHILIP MORRIS 
CIGARETTES, and WRICLEY'S CUM —who have repeatedly made sales 
history by shrewd selection of their advertising media are using National 
Negro Network to make sales history again. 

The National Negro Network is affiliated with 43 distinguished sta- 
tions concentrated in America's major metropolitan trading areas that 
reach 85% of the 15 million Negro consumers. Each station enjoys the 
intense loyalty of an established Negro audience who thus far has given 
our programming an overwhelming response. 

Miss Ethel Waters, Hilda Simms, Juanita Hall, and Cab Calloway are 
a few of the nationally known artists whose great talents are dedicated 
to quality entertainment on National Negro Network. 

The National Negro Network is the gateway to a new sales frontier 1 
NATIONAL NEGRO NETWORK, INC. 



INOLilRIES ARE INVITED. NETWORK OFFICES 

IN CHICAGO AT 203 NORTH WABASH AVENUE, DEARBORN 2-6411 
IN NFW YORK AT 7 E, 47TH STREET, ELDORADO 5-7785 



WERD Atlanta, Ca. • WAUC Augusta, Ga. • WSID Baltimore. Md. • WBCO Birmingham, Ala • WBMS Boston, Mass • WPAL Charleston. S C. • WGIV Charlotte 
N C. • WMFS Chattanooga, Tenn • WCES Chicago, III. • WCIN Cincinnati. Ohio • WJMO Cleveland Ohio • WCOS Columbia. S C. • WPNX Columbus. Ca. 
WJLB Detroit. Mich. • KWBC Fcrt Worth, Tex. • WESC Greenville, S. C. • KCO H Houston, Tex • WRBC Jackson, Miss • WOBS Jacksonv lie, Fla. • KPRS Kansas 
City, Mo. • WLOU Louisville, Ky. • WDIA Memphis, Tenn. • WMBM Miami Beach, Fla. • WMOZ Mobile, Ala. • WRMA Montgomery, Ala. • WSOK Nashville, 
Tenn. • WMRY New Orleans, La. • WOV New York, N Y. • WRAP Norfolk. Va. • WHAT Philadelphia, Pa. • WHOD Pittsburgh Pa. • WANT Richmond. Va. 
KSTL St Louis, Mo. • KWBR Oaklana, Calif. • KENT Shreveport, La. • WEBK Tampa. Fla. • WOOK Washington, D. C. • WJIV Savanah, Ga. • KWKW Los 
Angeles, Cal. • WAAA Winston-Salem. N. C. • WIVK Knoxville, Tenn. • KBYE Oklahoma City. Okla. • KCHI Little Rock. Ark. 
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Announcing a new mail plagium series 






From the age of discovery to the age of the d< 



CONTRIBUTORS 

IRVING A. LEONARD— University of Michigan 

LOUIS B. WRIGHT — Director, Folger Shakespeare Library 

GEORGE P. WILLISON— Author 

RICHARD 15. .MORRIS — Columbia University 

CARL BR I DEN HA UGH — University of California 

MAX SAVELLE— University of Washington 

THOMAS J. WERTENBAKER — Princeton University 

WHITFIELD J. BELL— Institute of Early American History and Culture 

PHILIP DAVIDSON— President, Universitv of Louisville 

BERN HARD KNOLLENBERG— Author 

DUMAS MALONE— Columbia University 

NATHAN SCHACHNER— Author 

IRVING BRANT— Author 

CLAUDE BOWERS— Historian; United States Ambassador to Spain, 1933-39 

JOHN BAKELESS— New York University 

NATHAN MILLER— Columbia University 

THOMAS CHILDS COCHRAN— University of Pennsylvania 

CARL CARMER— Author 

DEXTER PERKINS— University of Rochester 

ARTHUR SCIILES1NGER, JR.— Harvard University 

MARQUIS JAMES— Author 

ROBERT SELPH HENRY— Author 

ODELL SHEPARD— Author 

OLIVER W. LARK IN — Smith College 

ARTHUR CHARLES COLE— Brooklyn College 

CHARLES M. WILTSE— Historian 

HENRIETTA BUCK MASTER — Author 

BENJAMIN THOMAS— Author 

E. MERTON COULTER— University of Georgia 

PAUL M. ANGLE— Director, Chicago Historical Society 

DONALD M. BIGELOW— Columbia University 

C. VANN WOODWARD— Johns Hopkins University 

LELAND I). BALDWIN— Pittsburgh University 

J. D. HICKS— University of California 

HENRY DAVID— Queens College 

ALLAN NEVINS — Columbia Univ.; Pres., Society of American Historians 

ERIC F. GOLDMAN— Princeton University 

ARTHUR M. SCIILESINGER, SR.— Harvard University 

ELTING E. MORISON— Massachusetts Institute of Technology 

JULIUS W. PRATT— University of Buffalo 
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As a positive affirmation of u 
and love for the land in whiu 
live, this program series has it 
conceived and prepared by I 
in association with the Socie} 
American Historians and 
standing contemporary aw 
ities on American History. 

Each 15-minute program consists oi 
gle narrative by a noted historian \ 
expert in the period or subject. 

Sixty scripts are already in work anc 
programs in this continuing series ard 
scheduled. 

These programs are designed for pre 
tion by one voice. The music cue sheets 
supplied with each mailing, list the cur 
available recordings and published mi 
be used to emphasize and highlight each 

Broadcasters can call upon their 
county and state historical societies to 
with them in presenting similar progra 
local historical interest to parallel "The i 
ican Story." 

The series is available without co.'| 
course, to every broadcaster in the coil 

Sample script and full details of 
American Story" will be mailed *j 
BMI licensees shortly. Please f 
for this material. 





"The programs of historical 
broadcasts undertaken by the Society of 

American Historians and Broadcast Music, Inc. is intended to give 
the listening public a better sense of orientation . . . these programs 
will throw bright rays of light upon the rich tapestry of American weaving 
» * . to use Daniel Webster's metaphor, the mariners tossed at sea 
under long days of storm seize the first moment of calm to get their 
bearings from the eternal stars. Once more mankind has emerged from a 
fearful tempest. Once more it needs to study the compass and turn its 
glasses upon Arcturus . . . these significant pieces of American history, 
told with drama, color and expertness by half a hundred leading 
historians will illuminate our national record." 
Allan Nevins, 

Columbia University 



President, Society of American 

I Historians 
of the outstanding contributions to radio 
^casting in the United States , , . must be con- 
lid a significant step forward in popularizing 
ry on a high cultural level." 

Graydon Ausmus 
President, National Association 
of Educational Broadcasters 



"The American Story" is another important BMI Pro- 
gram series which joins such features as the Concert 
Music Series, the Book Parade, Milestones and the 
other continuities used by hundreds of broadcasters 
regularly. 

The staff of BMI can think of no more satisfying work, 
in the midst of a troubled world, than to play a part 
in the restatement, in words and music, of the fascinat- 
ing story of our country's origin and growth. 



BROADCAST MUSIC, INC 

NEW YORK • CHICAGO • HOLLYWOOD • TORONTO • MONTREAL 



The folks in Northeast Florida are 
"SWITCHING TO 36" at a rapid 
rate . , . and no wonder! 

From these studios in 
JACKSONVILLE, FLORIDA . 



WJHP-TV 

Channel 36 



presents 174 weekly quarter-hours 
of top network shows 

ABC - NBC • DuMONT 

plus 160 weekly quarter-hours of 
local programs ond film presenta- 
tions. 



Last year, the 454,700 folks in 
WJHP-TV's 9-county basic coverage 
area spent $445,402,000 for retoil 
sales. 

This year, these folks ore spending 
more ond more of their viewing 
hours watching CHANNEL 36 . . . 

and more and more of their Effec- 
tive Buying Income purchasing 
goods ond services advertised on 
CHANNEL 36. 



Just another reoson why advertisers, 
roo, are "SWITCHING TO 36" to 
sell this important Southeastern 
morket. 

For the complete story, coll Jack- 
sonville 98-9751 or New York 
MU 7-5047, 



WJHP-TV 

JACKSONVILLE, FLORIDA 

276,000 watts 

on Channel 36 

Represented nationally by 
John II. ferry 4ssm iatrs 





agency profile 



Kri/<iii Houston 

President 
Bryan Houston, New York 



Bryan Houston's a big Texan who manages- to convert a South- 
western drawl into rapid-fire speech. He call? himself "a pot-bellied 
old man with heavy brows, and works in shirt sleeve*. 

When he bought out Sherman & .Marquette in New York early 
this month. Houston became president of an agency billing at the 
rate of $20 million. With 45 r r of 1953 billings in radio-tv. Houston 
heads one of the top 20 radio-tv agencies. 

"W e're going to continue growing, too, he assured sponsor, re-- 
ferring to the increased billings S&M chalked up during the past 
three years (from $7.5 million ill 19511. Bryan Houston accounts 
are big spenders, but there are just two of them. His plan is to 
acquire new accounts to broaden the agency's base. At the moment 
his clients are nine Colgate-Palmolive products and Nestle Co.'s 
Nescafe and Nestle Instant Coffee. 

These clients participate in two major network shows: The Colgate 
Comedy Hour, NBC TV, Sundays 8:00-9:00 p.m and The Jackie 
Cleason Show, CBS TV, Saturday 8:00-9:00 p.m. 

"On both programs we often use live integrated commercials to 
get the full benefit of the strong personalities." Houston explains. 
"After the show Gallup-Robin-on frequently check the effectiveness 
of our c ommercials. Their interviewers go into nine c ities and report 
to us the degree to which our message was remembered. 

Houston feels that the cheapness of radio guarantees the medium s 
future growth. "Advertisers are beginning to understand the satura- 
tion concept of radio. In other words, if a client increases his an- 
nouncement frequency from five to 10 a week, he gets far less than 
double penetration. But. if he starts thinking in terms of 150 or more 
announcements a week, he gets not only good radio-only home 
penetration, but a very respectable return from tv homes as well." 

He flipped through an agency booklet filled w ith impressive charts. 
'*! can prove a lot of this stuff with mathematics." he told sponsor. 
"But. let's face it. Research can't replace judgment in this business. 
We II research the hell out of an idea before we spend heavy monev 
on it. but it's the creative crew that initiates the idea, and it's the 
creative people who interpret the research when we get it." He put 
the booklet of charts down on the desk and covered it with a new 
Jackie Cleason car card. * * * 
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JP 




rings the bell 
for new station 



When a station is new and faced with the job of quickly integrating itself among local spon- 
sors, it's a good idea to make use of program material which "needs no introduction." 

That's straight-from-the-shoulder advice expressed by Oliver Thornburg, Sales Manager 
of WSTN, St. Augustine, Fla. After only a few months of operation, WSTN has carved a 
solid niche for itself. Thornburg gives a great deal of the credit to his Associated Press news 
sales. 

Thornburg knew The AP was firmly established in the minds of listeners while his station 
was not. So in his approaches to prospective sponsors, he stressed the long-standing familiarity 
that those listeners feel toward AP news and features . . . that this, by association, made WSTN 
a friend of good standing in the community. 

The station has twelve 5-minute AP newscasts daily (4 presently sponsored); a quarter- 
hour newscast (sold); five daily spot summaries (all sold); eight spot summaries on Sunday 
(all sold). 

AP features are important revenue producers for WSTN. A daily weather feature is 
sponsored by a well-known beer; "Sports Whirl" and "Sports Special" are both sponsored by 
an auto dealer, who also carries a spot summary in the morning. "Jigsaw News" and "Flashes 
of Life" are important segments of an early morning participating show. A bank identifies 
itself with the popular "It Happened This Week" on Sunday. "Listen Ladies", "Women's 
World" and "To Market, to Market" are all part of a woman's show about to be sponsored 
by a well-known dairy. 



If your station is not yet using Associated ^ 
Press service, your AP Field Represen- 
tative can give you complete information. 
Or write — 




Sales Manager Thornburg, with 
a background of 13 years ex- 
perience in radio and TV, says: 



******* 1^ 




"AP is one of our greatest assets 
— it rang the cash register im- 
mediately — and that's important 
to a brand new station. AP is a 
brand name every thinking person 
knows and appreciates." 




Those who know famous brands . . . 

know the most famous brand in news \sJP 



31 MAY 1954 
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ill fhe morning! 




in the afternoon! 




Winston-Salem 

.VOItTII ( AIKM.I.VA 

, . . the hub of a rich, fast- 
growing 15 county market in 
the industrial heart of the . . . 




State in the South 

Whatever your product or serv- 
ice — you will sell more of it 
taster to more people when you 
use the ...... 




Represented by 

HEADLEY-REED CO. 




(Cant intuit jrntn page 15 i* 

working for the show, it now works agin it. Situation?- that 
played nieel) and appealed thoroughly tend to pall on the 
viewer. People who were welcome heconie boors. As a re.-ult.. 
dialing hands get itchy and finally twist to another channel. 

What causes thi*» change of heart? Why do old friend- 
do a Dr. Jekyll? Is it tin.' carnivorous need for new material 
that the medium of t\ impo.*e~ on it> writer.-? Is it over- 
working the htar caused by the rigors of a weekly tv sched- 
ule? These factors eontrihute. to he mi re. hut basically, it's 
VF — viewer fatigue. Folks evidently get plunih siek of >ee- 
ing the same old faces in the .-ante old situation- week after 
week, year after year. Nothing strange ahout this, though. 
Even your hest friend hecomes less than a pal toward the end 
of a month'- fishing trip in the Canadian w ild-. 

How much -ooncr, if at all. do rerun> hasten the unwel- 
come day? Here's something worth knowing and if e\idence 
can he uncovered, it could couiiterhahince all the stati-ties 
which are now being employed to prove that rerun.- do at 
least as well a> new product. I don't say tliey hurry things 
at all. Hut tliey might. It would he nice to know. 

What about commercial copy? Doe- thi- same parabola of 
familiarity-appeal apply here? Ye>. it does. For example, 
take animation. A jingle done to cell animation inu.-t worm 
its way into the mind.- of its audience. Some do it quicker 
than others. Catchiness of tune and drawing are the speed- 
ometers here. Then the commercial is working. People 1mm 
it. Kids whittle it and shout it to each other. It clicks in the 
mind of a prospect as she -ecs the product it advertises on her 
grocer's shelf. Maybe she even uses a catch line from it as 
-he purchases the product. Everything is going beautifully. 

Then the thing happens. The tune gets ;1 little tired. Now 
she rejects it with irritation or force.- it further and further 
into the reees-es of her .s///>-conscioii.-ne.-s. At this point wis- 
dom dictates a change in the tune or animation. Not scrap- 
ping it. by a long shot. But dressing U p the video with new 
animation. Doing a different mu.-ieal arrangement pep- 
things up, gives an aura of newness to the same basic tune 
and advertising appeal. For Chiquita Banana, in its radio 
hej day. some dozen different musical arrangements kept the 
lady a- fresh a- a refrigerated banana. 

The more contrived the commercial, the sooner VF will 
set in. But it s linking over our shoulders always, and re- 
quire- constant v igilance and great ingenuity to dispel it! *** 
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RESULTS 




1954 EDITION 



RESULTS are better than rating. 



In 7953 TV Results was a constant source of inspiration and 
service to advertisers, agencies, and stations who wanted to know 
how TV worked, how to make it sell best, how to reduce TV costs, 
how it was being used in varied fields. 

The 1954 Edition of TV Results, with its 109 practical 
case histories, is the answer to a big need right now. Culled and 
condensed from the recent pages of sponsor, these examples of TV 
advertising on national, regional, and local levels will interest the 
station sponsor and prospect, whoever he may be. 

Your advertising message in the 1951 TV Results will pinpoint 
your station as a resultful medium that appreciates the importance 
of the cash-register payoff on advertising. Advertisers and 
agencies will appreciate your point of view — increasingly they 
comprehend and appreciate results far more than ratings. 

Final advertising deadline is 75 June. I se coupon below to 
guarantee your participation. 





J Beauty Salon 
BMW 

Beverages 
Carrier, 

Cigarettes — Accessories 
Clothing 
Confectionery 




154 TV RESULTS 40 E. 49TH STREET, NEW YORK 



Cosmetics 
Dairy Products 
Department Stores 
Drugstore Products 
Electrical Appliances 
Floor Coverings 




17, N. Y. 



$780 □ half page $220 

17" wide x 5" aeep) 

$390 □ third page $150 

(7" wide x 3" deep) 



tease reserve following space in the 1954 I T RES I 'L I'S 
double truck 
full page 

Apply my earned SPONSOR frequency discount. 
IfME 

f>M .. , 

Understand that I ivill receive 50 free copies of TV RESULTS 
use full page; 20 if I use half-page; 10 if 1 use y 3 page. 




atcheis & Jewelry 




u forum wii ques funis of current interest 
to uir utlvertiscrs and their agencies 



11 ha I arc* the It* tielwovks </oim/ lo help 
sponsors tuUe hettev udvtmiuue oi 
vosl-snv ittf/ It* prof/iiclioM tevhniqui*$ 





Mr. Caddigan 



THE PICKED PANEL ANSWERS 



/I* 7 I »/f.> i.. f liiiUC IV flirt*rtt*r «/ f*r*t$}ru§nintt 
uMfi iitmhicti, $n. On Mmtt i t-lf vidian \*-ttt-ttrfi t 

Du Monl looks 
upon the sponsor 
a> a partner. We 
feel we are part 
of his operation 
an extension 
of his and his 
agonev's produe- 
tion group. \\ e 
maintain Hie per- 
sonnel and plant 
that no client or 
ngencv could of would want to main- 
tain, and we offer them on i -ervices 
at the lowest possible cost. 

We do not operate our production 
facilities departments on a profit-mak- 
ing politv. i Our facility rate card is 
the hest proof of this, since it is well 
helow am other network.) 

We feel that the longer we hold pro- 
rl in t run costs dow n to a reasonable 
level, the longer we help to keep ad- 
\erti-cr- in television. 

One of the main phases of produc- 
tion in which we have been able to 
-j\c clients considerable sums of mon- 
ey is in the purchase of prop* and cos- 
tumes. Our facilities department i- un- 
der instruction to shop for these items, 
rather than to place an order with one 
of the various hotves supplying such 
articles. We do maintain a competi- 
tive lulling position with a number of 
these prop houses, but main tint's we 
In -pass them in favor of small shops 



where we can get the item for less 
monev . 

\ll props and costumes are billed 
to the sponsor at cost, as are all Du 
Mont s production facilities. 

Another of our methods for saving 
the client money is in our maintenance 
of a sizable catalog of stock scenery. 
Ouite often an agency's scenic design- 
er will plan a set that would send the 
show s c osts skyrocketing. W henev er 
possible, we duplicate the set bj re- 
doing the scenery from our own stock- 
pile. 

We are continuous!) developing our 
rear screen projection techniques, so 
that we can utilize it wherever possible 
instead of going into the costlv busi- 
ness of painting backdrops. We also 
have made extensive use of the \ ista- 
seope. at substantial savings to our 
sponsors. Suppose a script calls for a 
huge ballroom or great hall. Bv the 
u^e of a photograph [dated in the \ is- 
tascope. the shot can be developed for 
a fraction of the cost of building a 
complete set. 

\long these same lines, we use the 
Du Monl multiscanner. the onlv device 
that can stop action on a single-frame 
motion picture. For instance, in a 
recent episode on our Captain 1 irico 
show, a group of actors were standing 
in front of a rock when an eneniv space 
ship nea red them. It suddenly ex- 
ploded, burst into flame, and scat- 
tered debris, causing the actors to 
duck. \ll this was simulated with ex- 
treme realism through the Use of the 
multiscanner. 

I)ii Mont s sponsors are charged on- 




ly for expenses incurred on their own 
programs. For instance, if a truck is 
hauling scenerv for two different 
shows, the co»t is split between both 
sponsors, rather than billing each for 
full haulage. 



«» /JJ-f «/.£.<» f. mH.ltKS. program manafirr, 
tH( If , W lorfc 

Since the first 
c o in in e re i a 1 1 v 
sponsored tv pro- 
grain on Mav 1. 
19 41. a great 
many advances 
have been made 
which enable the 
sponsor to pre- 
sent his message 
cheaper and bet- 
ter. Mv recollec- 
tion of an earlv attempt at a coinmrr* 
cial is of a giant box of soap (lakes, i it 
which an illustration of a ladv hang- 
ing up clothes s|owlv came to life sing- 
ing and smiling at the extrenielv white 
wash she held in her basket. \t the 
same time a vigorous quartet of voung 
men vocallv and v igorouslv presented 
a rlntlunic eulouv about the determent. 
Ibis whole thing interrupted a verv 
fine news -how for a full minute and 
was. I have no doubt, instrumental in 
selling epiite a few boxes of product 
"V" 

In transferring selling technique 
from radio to television the aforemen- 
tioned Ivpe of production was fairly 
adequate. However, no tv production 
man today would conc ern himself with 



Mr. Holden 
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building a full-size soap box. 

There bave been developed many 
special "rescaling'* devices so that the 
lady hanging up the clothes can now be 
reduced in size and implanted, in effect, 
on a normal sized box of soap flakes. 
Mat shots, special effects from elec- 
tronic generators, "'wipes." split- 
screens and main other effects that 
were impossible in those earl) days 
bave now become routine. Specially 
constructed studios that lift and twist 
antl whirl a sponsor's product; that 
produce rain and snow to beat upon it; 
that demonstrate with a good deal of 
assurance its superior qualities are by 
now an old story. 

The sponsor is quick to take advan- 
tage of all the new production tech- 
niques that are available. He can pre- 
sent his sales pitch in almost any cate- 
gory from straight talk to the most 
"off beat" fantasy — from an attractive 
quiet saleswoman to the ebullience of a 
cartooned creature from outer space. 

The tendency to integrate the com- 
mercial into the performance has made 
salesmen of many of our biggest stars. 
The sponsors have felt no chagrin at 
blending the commercial with the en- 
tertainment of the program in such a 
way that there is no definite demarca- 
tion which can serve as a cue for the 
audience to detach itself from the set 
and go to the kitchen for a drink of 
water. It's not a question of forcing 
the audience to listen to the sales pitch 
as much as an effort to make the sell- 
ing message entertaining in itself. 

No one objects to hearing about 
something that will genuinely benefit 
him. Nobody in television now claims 
that we have the whole answer as to 
how to sell in this medium. Every 
year — every month, advances to better 
television programing and better tele- 
vision selling are being made. 

Because of the close attention de- 
manded of the viewers and the oppor- 
tunity to visually scrutinize a product, 
many techniques that worked out well 
in radio have been abandoned in tele- 
vision. The whole idea of nuisance 
advertising is in disfavor as against an 
appeal as simple and as honest as pos- 
sible. Better and better shows have 
heen demanded. 

Thus the sponsor has become a tre- 
mendous mainspring for the creative 
aspect of television. In the free econ- 
omy of America we can only hope he j 
will be around for a long time to come. 
(Please turn to page 95) 



one would think we have 
no competition 



[ HANCOCK CO. 



Toronto 
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Latest TELEPULSE survey made in 6 counties adjoining 
Wheeling, W. Va. gives WTRF-TV 25 of the top 25 most 
popular once a week programs and 15 of the 15 most 
popular multi-weekly shows. You might expect such ratings 
in a market where the local TV station has no competition — 
but that's not the case in Wheeling. We have a competitor 
not far from Wheeling, operating at less power than our 
31 6,000 watts, and making far distant coverage claims. 

TELEPULSE proves that we are supplying the television en- 
tertainment for the majority of homes in the greater 
Wheeling and Eastern Ohio 'market — truly our market. 

so, remember, 

when making up Summer and Fall schedules, there's only 
one station necessary to reach and penetrate the rich, 
important Wheeling and Eastern Ohio market — that's 
WTRF-TV, Chonnel 7, Wheeling, W, Va. 



WTRF-TV 




WHEELING, W. VA. 



H«mMo Affiliates WTRF • WTKF =FM 




NBC Primary 



ABC Supplementary 



REPRESENTED BY HOLLINGBERY 
Robt. Ferguson, V. P. and Gen, Mgr. 

telephone WHeeling 1177 
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TV set dealers are biy rudio 

Among the most speeta« ular post- 
war retailing groups are the television 
set dealers. Tlie\ are also one of the 
biggest radio advertiser categories 
on the local level. 

Broadcast Vdvertising Bureau re- 
cent!) surveyed its <!(>() member-sta- 
tions and {rot 600 ease histories involv- 
ing hundreds of appliance dealers who 
have siKves.-full) used radio. These 
have been capsuled into a 43-page re- 
port and seven-page summary in a new 
BAB publication, Tv Dealers Using 
Rtidio Successfully. The report is he- 
ing sent to members. 

The 15 A B reporl shows that two- 
thirds of the tv set dealers using radio 
successfully divide their budgets be- 
tween announcements and programing. 



inters, St Alt surrey s botes 

1 he average dealer, areording To the 
report, has used radio three \ears. 

The report, covering both national 
and private television receiver brands, 
indicates that newscasts, sports and 
musical programs are radio's best sell- 
ing vehicles for tv set dealers. Long- 
time radio users claim the highest tv 
set sales in their areas. 

Dealers agree that radio penetrates 
the entire retail trading area better 
than newspapers and that radio 
reaches outdoor audiences best. 

Saturation radio campaigns are used 
by dealers primarily for special pro- 
motions, according to the report. Such 
saturation drives usually supplement 
regular program or announcement 
schedules. * * * 



Itriefly . , , 

The impact of color tv. uhf and hi-fi 
on public listening and viewing habits 
goes under Cunningham & Walsh's 
microscope this- month as the agency 
conduct* its seventh Videotown survey. 
1 he surveys are designed to chart a 
buMr profile of the typical American 
family and its viewing habits, 

* * * 

"I he local radio time salesman wbo 
transacts the best time sale each month 
will win national recognition — and an 
award from Broadcast Advertising Bu- 
reau. Kevin B. Sweeney. BAB presi- 
dent, said the first award will he made 
for the best sale during the month of 
July. Salesmen of all 800 BAB-member 
stations can enter the contest. Winners 
will be chosen on a basis of imagina- 
tion used in making the sale, obstacles 
overcome in completing the sale and 
time involved. A panel of seven judges 
will pick the winner. Closing date for 
first entries is 15 August. 

» * * 

Bill Cullen. tv and radio m.c. of 
CBS TV's Place the Face, spends al- 
most a* much time in the air as on the 
air. Place the Face originates in Holly- 
wood on Thursday, but his Walk a 
Mile show on NBC Radio is from New 
York, along with his CBS TV I've Got 
a Secret stanza ( both Wednesday* 
shows J. Right after Secret Cullen hops 
into a cab. speeds to the airport, flies 
to Hollywood for Place the Face, then 
flies back to New York for Roadshow, 
aired on NBC Radio Saturday. Of the 
60-hour period. Cullen is in the air 
about 24 hours. But flying isn't new 
to him; he's a pilot, has logged 5,000 
air hours. 

* * »■ 

KOL, Seattle, was lauded by Seattle 
Detective Division Chief V. L. Kramer 
with helping capture a robbery suspect. 
The station broadcast the suspect's de- 
scription of an 8:00 a.m. newscast, 
The same morning two KOL listeners 
saw a man fitting the description, 
called the police and the suspect was 
picked up a short time later. 

* * * 

A recent rate increase for KDKA. 
Pittsburgh, was based on "many 
strong-running trends,'' John G. Stilli. 
sales manager, told sponsor. The sta- 
tion, which recently boosted rates 
about 20'' for 11 hours of the broad* 
cast day and increased the cost of one 
half-hour period 100''. has increased 
its audience. Stilli said. He noted that 



Classical mush' on radio yroivs in popularity 

hows a week. (2) open-end 



Classical music on radio seems to 
be on the upswing. 

RCA Victor announces that since last 
July. 650 radio stations have signed 
up for its Red Seal record library ser- 
vice. And 5() stations a month are be- 
ing added to the service. 

Indcr the program. RCA Victor 
ships a monthly ' 'musical package" to 
radio stations that have been previ- 
ously selected for the service by the 
company's local record distributors. 
Stations pav an annual fee of .$50 and 
get ( 1 ) suggested scripts for six full- 



nour 

transcribed interviews with leading 
classical artists, (3) 100 RCA Victor 
albums yearly, plus timing and clear- 
ance data on the recordings, and l4l 
occasional "bonus" albums. 

In its 1954 Program Guide, sponsor 
listed 145 stations which program 
classical music more than 10 hours 
weekly. The Program Guide noted 
that about 61 'I of L. S. stations air 
one or more hours weekly of classical, 
light classical or pop concert program- 
me "rfr. # *Ar 



KTIIS, Little Hock, receives ynberatitnrUtl recognition 

In the suite of Arkansas' Governor 
Francis Cherry. B. G. Robertson 
(left), general manager of KT11S. 
Little Kock. receives a bronze plaque 
for the stations program series. Ar- 
kansas- Land oj Opportunity. Inscrip- 
tion of the plaque credits KTHS with 
'*. . . distinguished servic e to the peo- 
ple of Arkansa- through the broadcast 
of the program scries. Arkansas — 
Land of Opportunity." The series of 
half-hour programs is produced and 
directed by George Moore. KTHS as- 
sistant program director. KTHS Mgr. RoborHon (I.) with Gov. Cherry 
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£j.r't\vo audience surveys gave the station 



KFX.M. San Bernardino, CaL is 
sending grocers a bottle cap from Hire- 
ley's orange drink — with a dime under 
the bottle cap. Station suggests to 
grocers the) apply the 10«* to their 
first case of Bi relet V "and win more 
sales than ever. We tell thousands of 
people about Bi relet V." says the sta- 
tion, "and if you don't have it in stock, 
vou're missing sales — and who can af- 
ford that?"' Idea has been successful 
with grocers, says KFXM. which points 
out that a dime discount doesn't sound 
like much "until yon realize that the 
individual grocer and small dealer 
deal in small discounts." 

* * * 

New rate card of WCBS-TV, New 
York, just out, lists Class A one-time 
one-hour rate at $6,000; Class A one- 
time 20-second station break costs 
$1,500. Craig Lawrence, general man- 
ager, says new rates are based on in- 
crease in set circulation, increase in 
hours of tv viewing per family, in- 
crease in WCBS-TV share of audience. 

* * * 

Harlan G. Oakes. of Harlan G. 
Oakes & Associates Advertising Repre- 
sentatives. Los Angeles, says there are 
more than 35 "blue chip" West Coast 
and national advertisers using Spanish 
radio and tv in the Southwest. At the 
same time, Oakes announced organiza- 
tion of a Mexican Quality Network of 
three 5 kw. radio stations • — KALI, 
Pasadena, XED, Mexicali (covers Im- 
perial Valley and part of Riverside 
County) and XEAC, Tijuana (covers 
San Diego-Orange Counties). 

* * * 

Keystone Broadcasting System is 
sending major agencies and advertis- 
ers a KBS station list of 715 affiliates, 
[Please turn to page 95) 



Correction 

In the WTRF-TV, Wheeling, SPON- 
SOR Presentation, carried in the 17 
May 1954 issue of SPONSOR, the popu- 
lation and family figures for Washing- 
ton County, Pa., were underestimated. 
These figures appeared in the chart 
captioned, "Factual data on the WTRF- 
IV market.'" The correct figures for 
Washington County are: Population 
—210.300; Families— 60,350. 

This adjustment raises the Market 
Totals to: Population - 1,339,000; 
Families— 397.400. 

31 MAY 1954 





and PROCESSED BY 

MOVIELAB 




FOR THE FINEST FILM PROCESSING IH 
THE EAST - FILM MEN WHO KNOW 
SAY "IT'S NIOVIELAB" 

Here— at MOVIELAB . . . efficiency and perfec- 
tion are the rule. Producers, directors and tech- 
nicians have at their fingertips the very best 
in up-to-the-minute equipment necessary to 
modern FILM PROCESSING techniques. 



ROUND THE CLOCK SERVICES 

Negative Developing • First Print Department 
Ultra Violet & Flash Patch Track Printing 
16mm & 35mm Release Printing 
• Quality Control • Title Department 
22 Cutting & Editing Rooms. 
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I MOVIELAB FILM LABORATORIES, INC 



619 West 54th Street, New York 19, N. Y. JUdson 6-0360 




Roy S. I J u ratine 
( V reside ill ) 
Hoy S. Ihtrsline. Inc. 

LIKE MOST 

Newsworthy" 

ADVERTISING 

EXECUTIVES 

MR. DURSTINE'S 

LATEST 

BUSINESS 

PORTRAIT 

IS BY... 

Photographers to the Business Executive 
565 Fifth Avenue, New York 17— PL 31882 



RATINGS ARE OPINION 

I Continued from page 11 I 

dm*-; lie could ir*t* color or black-and- 
white. The mil) requirement wa* that 
the amount spent in his newspaper ad- 
vertising, hotli space and production 
costs, would he equaled by radio spot 
announcements. 

Based upon 201 studies which are 
diiertlv comparable, 61'? of the peo- 
ple who showed an interest in the mer- 
chandise at point-of-sale were influ- 
enced direct!) by the advertising. Cus- 
tomers who show an intere-t in the 
merchandise are defined as those who 
while passing through the store or the 
department slop and show enough in- 
terest to give some indication it b 
more than just a casual attitude. 

Results for 201 ARBI studies bv me- 
dia show customers influenced by ra- 
dio mil) amounted to 27.91 w hile 
those influenced b) newspaper adver- 
tising only amounted to 25.51. 

This is based. vou must remember, 
on equal dollars for the particular me- 
dia being used. So in this case, if the 
newspaper advertising is worth SI to 
the advertiser, certainlv the radio ad- 
vertising, based upon equal dollars, is 
worth at least SI or a little more to 
the same advertiser. 

We also found that radio must be 
used in a substantial manner in order 
to compare favorably with other me- 
dia. The first day. when a relative!) 
small percentage of the radio time had 
been nsed. the results show 22. 51 
were brought in bv radio. Bv the sec- 
ond day this bad risen to 30.5'? and 
b) the third day, to 33.2';. This 
shows the cumulative effectiveness of 
repeated impacts of the radio an- 
nouncement* during the three-dav pe- 
riod of the studies. 

On the other hand, the newspaper 
general!) has its most effective day di- 
recth following issue of the paper. \ he 
first day showed 33.21 were brought 
in by newspapers, the second. 23.91 
and the third da\. 18.11 . 

\nother consistent factor which has 
been noticeable is almost ever) stud) 
conducted shows a higher dollar vol- 
ume of purchases bv radio customers 
than b\ newspaper customers. The cu- 
mulate e percentage for the 201 studies 
is 39.51 for radio. 23.5' J for news- 
papers. 

Another major and consistent factor 
throughout all of these studies has 
been the small amount of people who 



have been influenced by both media 
simultaneous!) . 

At the end of 50 studies the per- 
centage of the customers who had both 
heard and seen the advertising was 
7.81 . On the basis of 201 studies this 
total i> 7.71 — consistent within 1/10 
of 11. The conclusion for advertisers 
can onb be then that if you wish to 
reach your whole market. )ou must 
use more than one advertising medium, 
•t- Here is interview technique: Inter- 
\iewing of customers is begun on the 
dav following the ad\ertising and is 
carried on continuously during store 
hours until the close of store hours ,a*t 
the end of the test period. 

The interviewer contacts and inter* 
views customers show ing an interest in 
the test merchandise. Each interview 
is made as the customer is on the 
point of leaving the department or the 
store. 

The interviewer introduces herself to 
the customer bv saving. "We are mak- 
ing a survey to find out customer* 
opinions." The interviewer would then 
ask questions to find out whether or 
not the enstomer had e\er shopped in 
the store before, and when. While this 
provides some basic information to the 
advertiser, it is also helpful in "break- 
ing the ice" to the customer before 
asking the pertinent question of ''How 
did vou find out about this merchan- 
dise? Now. if the customer says that 
she was reading the newspaper the 
night before and happened to see a re- 
frigerator offered at a special price, 
she still has in mind that she was look- 
ing at the newspaper and that it 
prompted her to look at refrigerators 
while going through the store on this 
particular dav. Therefore the inter- 
viewer will check on the questionnaire 
the space marked for newspaper. For 
complete verification the interviewer 
will ask her in what newspaper and 
what she remembers about the adver- 
tising. ARBI onlv includes in the final 
results those answers which are com- 
plete!) verified. 

Since there were two media being 
used, the interviewer then checks to 
see if there were anv other ways the 
customer had learned about these re- 
frigerators. If the customer said that 
she bad been listening to the radio that 
morning and heard an announcer talk- 
ing about these refrigerators, then the 
interviewer verifies what station, about 
what time and something about the 
content of the announcement. Onlv 
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those radio results which can be veri- 
fied are used in the final results. 

We ask other information of the 
customer in order to he of assistance 
to the advertiser and to furnish some 
material for cross-tabulation. For ex- 
ample, we ask this question: "In your 
opinion do you think the store gets 
belter results from newspaper adver- 
tising or radio advertising, and why?" 
In many cases where the customer has 
come to the point-of-sale and shown an 
interest in the merchandise, we try to 
determine why the customer did not 
purchase the merchandise. 

Other data shown on the question- 
naire includes residence in the city and 
outside of the city; whether or not the 
test item itself was purchased; the 
amount spent; the occupation of the 
chief wage earner, the sex and esti- 
mated age of the respondent. 
4. Often there is no relationship be- 
tween ratings and sales results: Dur- 
ing the past 15 years the radio indus- 
try has been trying its darndest to put 
itself out of business by all kinds of 
listening surveys which are generally 
called "ratings." All too often these 
ratings have been used by timebuyers 
to sell or unsell an advertiser on a sta- 
tion or program* 

Actually, in our studies we have 
found some significant results which 
have nothing to do with ratings what- 
soever. Time after time in the United 
States we have found that programs 
with a reputedly high rating have 
shown poor, often insignificant results 
at the point-of-sale. On the other hand, 
many programs with ratings which 



a timebuyer would coldly dismiss with 
a wave of his hand have shown their 
ability to produce results equal to or 
belter than the newspapers which the 
same agency is convincing the advertis- 
er he should buy. Ratings have very 
little to do with the ability of a station 
to produce results at the point-of-sale. 



**I\o marketing and advertising re- 
search can take place without investigat- 
ing consumers' motivations. On the 
other hand, it would he a drawback to 
look at motivations that are the .subjec- 
tive causes as if they were ihe only 
causes governing the phenomena of 
marketing. The material causes and the 
subjective causes are independent. 
Both have to be understood before de- 
cisions can he based on the investiga- 
tion.''' 

ALFRED POUTZ 
Pre.su/ent 
Alfred I'olitz Research 
New York 



I have just recently been studying 
stations which in the United States are 
called "good music stations." These 
stations play 60 to 75% of their music 
in the range known as classical, "high 
brow" or "long hair." Such stations 
have been regarded by advertisers for 
a long time as poor prospects for sell- 
ing merchandise. However, even on 
the basis of ratings, these stations show 
that they have significant power not 
only to gain listeners but to sell mer- 
chandise in tremendous quantities. To 
our way of thinking, the loyalty of the 
audience and its quality are much more 
important than rating numbers of peo- 
ple who are inclined to be "free rid- 



ers oti popular programs. 
•*»■• Difference belueen radio and news- 
paper customers: Hadio customers will 
very often decide not to buy the lest 
merchandise but instead buy something 
else in the department or the store. 
On the other hand, newspaper custom- 
ers are much more like!) to purchase 
the lest merchandise than they are to 
pun base other items in the store. 

In trying to determine why this is 
so, in a limited number of cases we 
have talked to customers in the store 
and in their homes. The customer 
will often state that when she sees an 
item advertised in the newspaper, par- 
ticularly fashion merchandise, she will 
decide then and there from the illus- 
tration whether or not she is actualh 
a prospect or pre-sold. 

On the other hand, radio customers 
have told us many, main times that a 
persuasive announcer can make them 
see in their mind what the merchandise 
looks like, enough so that they are 
willing to go into the store and look 
at it. and if it doesn t measure up, the\ 
are at least in the store and available 
to store personnel. 

Another factor worth noting is that 
in suburban and rural areas surround- 
ing an urban center, the number of 
people responding to the radio adver- 
tising is somewhat greater than the 
number responding from the urban 
center itself. It may be that the people 
coming in from the suburbs and rural 
areas are likelv to purchase more at a 
given time than those people who have 
read) access to the stores every dav 
of the week. ★ * * 




of the San Francisco Bay area's 
3,000,000 people are foreign 
language speaking! 



They multiply, add, subtract and divide; THEY THINK! THEY BUY! in their own language! 
Sell them with KLOK, the station that reaches them all. KLOK's specialized programming 

quarantees your message attention-getting IMPACT! • 

SACRAMENTO 



KLOK 

5000 WATTS — 1170 KC 



SAN 

FRANCISCO 



San Jose Studios 
P. O. Box 967 
Sun Jose, Calif. 



San Francisco Studios 

Hotel Lanltershim 
San Francisco, Calif. 



Represented by John, E. Pearson Co. 




FRESNO 
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HERE'S the HIT 

of the CONVENTION! 

"PENTHOUSE PARTY" the BIG 
NEW RADIO SHOW that had every- 
one talking at the NARTB Convention 

m Chicago — 

( May 23 to May 28). 



HERE'S AN EASY-TO-SELL THESAURUS 
VARIETY SHOW THAT WILL MAKE MONEY 
AND BUILD AUDIENCES FOR YOU 

"Penthouse Party," starring your host NELSON EDDY, 
is a great showcase for sponsors' products. 

In millions of homes all over the nation, NELSON EDDY 
means top entertainment for every member of the fam- 
ily. With big-name stars such as Eddie Fisher, Gloria 
DeHaven, June Valli, Hank Snow, concert violinist Joseph 
Fuchs and Johnny Desmond appearing as guests, "Pent- 
house Party" will give top commercial impact for any 
product or service. 

NELSON EDDY, the host and star of the show, started a 
whole new film musical tradition with 19 fabulously suc- 
cessful movies . . . sold millions of phonograph records . . . 
today he's breaking attendance records in night clubs from 
coast to coast . . some of the biggest names in American 
business sponsored his network shows. And now, with all 
of this popularity and prestige, NELSON EDDY joins the 
money-making roster of sure-selling Thesaurus big-name 
stars. 

That's why, whether you go after one sponsor or seven, 
you'll find this informal variety show will practically sell 
itself. 

"Penthouse Party's" network quality production is com- 
plete with NELSON EDDY voice tracks, introducing all 
his big-name guest stars; opening and closing themes, 
lead-ins, pre-broadcast and on-the-air audience promotion 
announcements. 

SELL ANY OF THESE THESAURUS SHOWS 
AND YOUR LIBRARY PAYS ITS OWN WAY! 



Phil Spitalny's "Hour of 

Charm" 
"Date in Hollywood" 

(Eddie Fisher and 

Gloria DeHaven) 
"Music Hall Varieties" (Joe 

E. Howard and Beatrice Kay) 
"The Melachrino Musicale" 



"Hank Snow and his 

Rainbow Ranch Boys" 
"The Sammy Kaye Show" 
"The Freddy Martin Show" 
"Music By Roth" 
"The Wayne King Serenade" 
"Quickie-Quiz" 
"Baseball Today" 



And many more — complete with sponsor-selling brochure, 
audience-building promotion kit, sales-clinching audition disc. 

Write, wire, phone today: DEPT. S-5 
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services 



RADIO CORPORATION OF AMERICA 




TMKS® 

RCA VICTOR DIVISION 



630 Fifth Avenue, New York 20, N. Y.-JUdson 2-5011 

445 N. Lake Shore Drive, Chicago 11, III.-WHitehall 4-3530 

1016 N, Sycamore Ave., Hollywood 38, CaL- Hollywood 4-5171 

522 Forsyth Bldg„ Atlanta 3, Ga.-LAmar 7703 

1907 McKinney Ave., Dallas 1, Tex. -Riverside 1371 
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40 E. 49 St., New York 17, N, Y. 
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SUNDAY SUPPLEMENT 

I Continued from page 39) 

Pan American World Airways (J. Wal- 
ter Thompson I ; the Italian State Tour- 
ist Office (Kelly Xason): KLM Royal 
Dutch Airline? (Charles W. Hoytl. 
and United States Lines (J. Waller 
Thompson | . The ninth sponsor was 
the European Travel Commission it- 
self ( Caples Co.), 

After Meyer decided he liked the 
package, he had to sell eight member 
countries and carriers on the idea. 
'"The job was actually much easier than 
I'd anticipated," he told sponsor. "Ac- 
tually. J think 1 could ha\e sold five 
times as main advertisers on the idea 
if there had been room for them. I 
felt that the programs represented 
about SI 00.000 worth of publicity and 
that we were getting a real buy." 

Meyer is enthusiastic about the po- 
tential of radio arid television in pro- 
moting travel because. "Both media 
are warmer and more personal than 
print. Television can actually take the 
\iewer to foreign lands and show him 
exactly what he's going to find there. 
It's much more exciting and stimulat- 
ing than just a cold page of print. And 
radio is geared to the mind s eye. A 
voice describing a place can stimulate 
the imagination, can be much more 
persuasive than a few paragraphs in 
a newspaper.' 

Meyer predicts that main other sta- 
tions will follow the path blazed by 
WXRC and WiNBT in pro\iding a con- 
centrated and coordinated form of 
travel promotion. To get the most im- 
pact be believes travel must either be 
sold on a regular basis (through week- 
ly programing I . or through a solid 
block of programing on the topic. 
"Since most countries can't afford to 
sponsor regular show*.." he says, "sat- 
uration is the only practicable solu- 
tion. I know we'd all be interested in 
a repeal performance of the European 
I ravclrade idea." 

\V\UC-W\liT decided to schedule 
the first supplement on a weekend be- 
cause the sponsors were aiming their 
travel messages at the entire famiK ■ 
They felt they had a better chance to 
catch the whole famiK listening or 
viewing then. \lso fewer network 
programs arc scheduled o\er the week- 
ends m> it's easier to clear time for a 
long programing block. According to 
Pack the combined radio and t\ sched- 
ule reached over four and one-half mil- 



lion people. 

To stimulate interest in European 
T ravelcade and to merchandise the idea 
of a special section, WXBC and WXBT 
ran a heavy schedule of chainbreaks 
and I.D.'s for 10 days preceding the 
T ravelcade weekend. These announce- 
ment* cost the advertisers nothing. 
\V\BC ran 56 20-second breaks and 
159 10-second breaks. WXBT ran 38 
20 -second breaks; 44 10-second breaks, 
and 54 I.D.'s. 

Specific programs and countries 
were promoted as well as the idea of 
tra\el in general. Here's a sample tv 
announcement: 

"Did you know that in Madrid. 
Spain — between May Tenth and Sev- 
enteenth—there's a colorful Festival of 
Saint Isidro celebrated with proces- 
sions and bullfights? TRAVEL with 
us to Spain and all of Europe as 
WNBT brings vou EUROPEAN' 
TRAVELCADE — your television guide 
to the Continent. See EUROPEAN' 
TRAVELCADE tomorrow at 2:00 p.m. 
when your favorite WXBCWXBT 
stars will tell you about their vacations 
in Europe." 

"For the next special section." savs 
Dick Pack, "we're planning to run an» 
nouncements for 10 days or so after 
the supplement as well as before. The 
post-supplement announcements "will 
discuss what has been covered and 
will sell the idea of a mon.thlv series 
of special sections. 

"We feel this will deepen the impact 
of each individual section as well as 
stimulate interest in the series as -a 
w hole.' 

Pack says he's learned many other 
lessons about producing and promot- 
ing this novel form of programing. 
For example, iu the future sponsors 
will probably be limited to three or 
four because multiplicity of agencies 
and advertisers creates "fantastic" 
production problems. \lso in t lie in- 
terests of simplicity he II try to limit 
special section programing to fewer 
hours each day. 

Proposed topics for future special 
seel ions include summer living, back- 
to-school., thrift travel, winter vaca- 
tions in Latin America, winter vaca- 
tions in Southern I , S.. winter sports, 
fashion parade. American travel. The 
next supplement, scheduled for mid- 
June, will tentatively cover the subject 
of North American travel. 

European T ravelcade demonstrated 

I Please turn to page 72 I 
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got tlie Facts , 
just the Facts.. 

(...about KQV's popularity 

outside of Pittsburgh!) 



THE CASE: Since last August, KQV has led all other stations 
in program "Firsts" in Pittsburgh according to Pulse Surveys. 
This KQV leadership in top-rated local and CBS shows con- 
tinues to grow each month. And now, a new Pulse Survey of our 
Half MV-M area covering all or parts of nine counties . . . and 
including 2 5 stations . . . shows that KQV's ratings outside of 
Pittsburgh coincide almost perfectly with KQV's high Metropolitan 
Pittsburgh ratings. 





N |NE -COUNTY 
PULSE RATING 



THE VERDICT: KQV not only "gets out" into the rich 
suburban counties of the Pittsburgh market . . . but actually 
leads in listener preference there almost as predominantly 
as it does in Metropolitan Pittsburgh. So if you want to sell 
all of the dynamic new Pittsburgh market, your key is KQV! 



"W&D 5215 



CBS Radio in Pittsburgh 

National Reps PAUL H. RAYMER Co. New York • Chicago • Detroit • San Francisco • Hollywood • Atlanta • Dallas 
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"Same a* what?' 

"As the last time this art was used." 

"How >;ome the artist <iet.« hi* name 
in the ad?'' 

"Big m nn — the Paul Rand of the 
trade press." 

"How about the cops writer. Who he? 
"\ame. of Anon.' 
"Never heard of him." 
"/%/' 

"When do \ou £iet into the commercial?" 

"'/"//( on vacation. Just remember this: 
WMT-TV is CBS for Eastern Iowa, 
which it rovers more of than any other 
station: is the only tv outlet that provides 
primary service to Cedar Rapids and 
If ateiloo: that the primary area con- 
'ains ..20.000 pop. with SI billion 
inc. and well over 1 00.000 sets." 

"You left out the national reps." 

"Right. It's Katz the Katz Agency." 

\non. 
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YOU .GET 1,083,900* TELEVISION HOMES 
YOU PAY FOR 399,400* TELEVISION HOMES 
YOUR BONUS 684,500* TELEVISION HOMES 



TV COMP^RAGRAPH OF NETWORK PROGRAMS 

TUESDAY | WEDNESDAY | THURSDAY 



Nighttime 31 May 1954 
FRIDAY SATURDAY 




I nnd pr.klurlloD only, da nnl Inrlurt* commecclnli or lima rhirfee Tbej 
f Iho 11% edncj cominltiloill Lo Ilia ellent. Somt film ihovvi aro cpn ■ 
i manj ur I final a nnJ io manj raruoi lo lueh tun 
— rem n« --- 
.1 llilefl i 
'm Ueillilit Thoe. 

ami, Baltimore: Cm. Cnkaio; Hy. HtllrwwrJ: N"V, .New Tara; Tu, 
"lunnio; pe. produria: itli, radio in4 TV; ilroul. ilmulrail ; ibi, it, ibaie: 
. rJl A. lo b* tinwionsd, 73.VY m.ana aliow li earned on T6 Hailom, oilil- 
■21. ntim CO ol iDoau ilillani | eltcail iliow Hit. Ihi ml cirri tt ill klni. 

in o-lulllan Id Ihoin menllonrd In ihirl arn pinned go llli prtucain. 
Hail Club, ilnukt-t M-F 1 10 la on SB ADC TV Hitloni, from CMmio, 
n-... ''"I 1 """ ^"Hf. Hull Him Ad«. Ouakci tM*. Wlir-CO. BeHee A- Tlldrn. 
ta l 1 *"' 1 W T. Th ID. 11 .IB am: nol<l u ilmuli»ev lion 

7* »■ "OO.utrD annually loi r w0 TV qunliT heun ud 34 I *dlo qunr 

elr-raH on 30 55 alelloni; oilflnalei llio Iroro NVC, Other polnli 
i .MF T>S in nnti-mlDtj ihoir Still In 5. Kill leamcnli, itlUi 
PT^< 'u "ale l 1 " t,th ' " *' ,tM> " 13000 <Uf " ID ° l * houl 40 ,l * llDnn ' 

JCT\. 7-9 im Idoi on eliarll li mtd In adrerllien In tafmenU ol aP-ul ill 
•i l (rail rani lilmi nnd talent I ol 33,333 par nnmanl. Sefmenl* mr* atall- 
•nlpiri on ■ wlilrlr Diillm bntli: • cllnti een puirfaeia inflnlrif Iran ■ dob- 
i write nimounermrnl rampalgq. Hue Lit Todajf'i eoraomrelal Qeilhlllly live 
u hlKillien u ronitanllj In ■ line *l flm, Today he> carried nor 100 
wn. tnsonit Ilimr tuirmllj or lerrnlly uiliif Iho prolTiin are Hlilet) ill Hi 

«'*il LlrririT. Meiou: II Jan. l-TAD; Maytai (S. MfCtnn- Erlrk ron ; lit, .HI 

Avii; American Malic 1'io.H., HAE; Wulual nf Omajji. Ui«H1 A JaroLt 
i from 3MB ilillom ID th* Emit, Southern and MJdweiL Thi 
e Ihriejioun, T ■ 10 im. EST; Ihi Brit henr li ire colj In Lb* 



l hi C 



Admlril, Erwl-, Winj: DTK, Tu 8 B:30 |im 
Alco*. fASAB: CBS, T-j 10:10-11 nn 
Amur. Chleln, H P S DTN. Sun K B 30 pn ; DTM, 

F 1018. 10 |im, MIC. Sd 0:30-10 Uru 
Amir Dury Aim., C-ll - CIs 3. Tu. To 3.19-4 pm 
A-. r. H«lr & Fnll. Hrenl NllC". W 3'1'j ^0 |im 
Amer. Hani* Pr., Blow: CBS, M F l*:lfl-30 pm; 

llrli'T I ITN. Sal 1 1 OS 70 pm 
Amer, Oil Ci.. Jsnerh Kali; CBS. F 10:30- 1 1 nm 

NllC ill M 9.30- 10:30 pin: Sil 10.30 11 t>m: 

AUC. ill Tu 9 9 30 pm 
Amor. Salelj Huor. DTD ARC. ill Sun 0-9 IS 

Amcc. Toft.. &SCH'. CBS. Tu, Tfe i :30- IS pm; 
NBC, ill F il-D'UU Pm; ADC. ill Th H,3u<S 
urn; lllinO CBS. Run T 30 M pin: NBC. *ll 
M 0'3U1( 30 pn: all fial 1U 3C II pm; AUC, 
oil Tu g njtt pm 

Ammonn Medicated Povdei. DCEi CDS, Tu 1- 
Tti pro 

Almoin t Cm.. FCAD: ABC, all F 9 9 30 pm; 

NUP. >ll Pnt 9 B:30 r>m 
Aiurlated Ptodi.. Croj: NBC, Al T:t0-19 pm 
Bnuer i Blaik, Burnell: CftS, F 3:151 pm 
Bajruk C\»*r. Elllnrfm: AHC. Bal 9 9. IS pm 
Btnrui. CAP- DTN. Sun 5.30-7 pm 
Bill FoOiK ta'la Lodt-ln; CBS, W I'lS ! pm: 

«■ ^■^^■5 pm 

Huol Blihac, Spfi-lor. NDC. '.V 10 10:30 pm; 

ABU, Bun S'30-lu pm: M n '3<> 9 pm 
Blm Dry*, C*ell 4 PiMtirn)>: CBS, Tu 10 10:10 



i A Wllllamian. DitHI CBS, F 10- 10:30 pm 
Cn.lg.en, Keli hum, V, ii-Uih] .V Groro CBS, Tu 
J .30-15 t.m 

Camoanu. Wcllieo- Ferry Haul?: CBS, M. W 10 
10 IS en 

Canpbell Seiip, U|tlK> CUH. M W. t', 3- ? 3u 

|-ni . ,MBC, F li'^O lO |mi 
Cmnallon. V.nxln. IVury. CltS. M i n 30 pm 
Ca lei Piodi.. SiCli: C1IS, ill Tu 9 9'30 pm 
CBS-Calumbl*. Dele* Pl)», ell W S-K.30 pin 
Chriebrcugri. Cifloo: MtC, F 10:30 1S pm 
Chrviale). r-ft. MIC. Tu. TU T30-1B pm 
Chryilee. BBDO: CDS, Bnl 10.10:30 pm 
CMi-Cala. D'Airy: NDC, W, F T:30>1S pm 
Colgate, Eny CBS, M. Vf. F 11:3011 noon; \V 

If-U SO piu: M, W. K 3-3:30 pn; NUC. Sun 

s-S pm; Batci NllC. Tu b 15-8 pm 
TaniatKk Fdt., Runrtl CDS. all >l 1 -1^-2 pm 
Cangairum. llrCafln-Erlraion: NBC, Tu 10:30- 1 1 pn 
Cantlnrntal Bkg., Dalai NBC. W b 30-0 pm 
Converted Hleo. Lro llurnoll: CI1S, F 1 .30- IS pm 
Corn PrtHU'H. V 1* Mllll-r- NBC M 3.4S-I pm 
Citaliy. BDDO: NBC, alt Ral 10:30-11 pm 
Cudaliy Pukina. Vii; NBC. Sot ID- 10 :30 poi 

1 10 mm ice) 
Hnlia* Gurtu, i^daln: NllC. Tu 9.30-10 pm 



Dertrv Fooda. KLA9: ABC. all U 
DaSoto Molor, BRUO: NUC. Tb B- >;.in (icd 
Dadga. Crani: ABC. Tu 9 t 30, Hun 10-1(1:30 pm 
Dow Chemical, Uac.Munui. John k Adjmt MIC, 

all K>[ B 9.30 rim 
n».kln Pratta., fir.. -VHP. Ill 3.3n.o pm 
J)ufly-Motl Ca,, ¥*H: Al)L'. tl 7:30-8 pm 
TluMonl Lnhi, iWeril- HTN T'i 9 It 30 pm; W. 
Eleetrle Auto-Llle. CAI* CBS, Tu 0.10-10 [im 
Elaelrle Cov, Alei : CBS. all Sun S 30-7 pm 
Faith lor Today, Itnrkhlll' ADC. Sun 1? :30- 1 pm 
TalilifT Brewing. DVS, ABC, Sol 3-5 Pm 
Flnilone, &»rrney A: Jamai: NDC, M SJO-9 pm 
F»rd Mntor, JWT" NnC. Th 9 30-10 pm 
General Cigar. YAH fllS W 10 19-11 pm 
Ooneral Eleetrle, DDllO Sun 9-D 30 pin: Th 

; l'-s pin: V.Vl]- NllC. W 8-R-30 pm: Mnl 

10 10-30 cm HO mln ircl 
Genoial Faodk T.\n CBf. F 9 1010 POi : BAR 

CDS. F 3-8 '30 pm; III 9:30. 10 pm: NBC, Sun 

6:30-7 pt»: Tu 8-0 pm |rr u .rr 3 nkil 
Goneial M Ufa. D-P-S. RDOI-Bevaea, Tairiam- L«l I J . 

ADC. Th '7:30.8 lira; F I 10-8 pm : CBS. MP 

12 II 15 nor Cl)£. W, F S-6 IE lim 
Grnecal Matorn, DMimoblla, It P. Brotripr: CBS, 

M. IV, I' 7 3S-lfi pm: Frlgtdalra, FCA-R" 

r-IIH Tu. Th. 10 30-1' »m: olt W S 30-9 pm 
Oarber Prodi., U'Arry: -VHC, W 3:15-4 pm; Th 

10:lt-30 mm 
ftlllells, Simon SnC F 10 "'■> le ronel 
Cald Saai. Campbell- Slllliun: CBS. Tu 7:15-8 pm 
B F Gaarlrlen, UBI>a: TBF>. nl« M » 1:10 pm 
Gewdjw: YAB: pTBO. all Hub 9-10 Dm 



Gcecn Civil. Lsw Bumetl: CBS, F 2:15.1 pm 

Gruer. MrCann- Erlrhian: ADC. Sun 9-9:15 pm 
Hill Bio*., KCfrlt .MIL". Snn »■« nn- 
Hamm Brewing. I'M CltS F in-30-ll piu 
Hvovor ■:■„ Ijo Burnell: CBS, M ni l r>n 
Mitoal*!, Int.. airline AHC. nil F "-M'30 nn 
Inl'l Collueollon, FCAD. CHS. M. W 10 30 15 em 
inl'l Shiw, ll'Airj- HTN. Sal II lit li n. SBC! 

en F 6 IS-fi pm 
Inl'l Silver. YAtt: CBS. alt Sil B'tO-10 om 
Jeroani, It.im. W Oif MIC. M, \Y, F 15-11 IS pm 
S. C, Johnaon. NLA. 11 ' NBC. all M J .W-lOMu pni. 
Kellogg. Rurnrll CUM, Tu, Th S .10 15 pin. 

lit lS-30 am. NllC Tu. Tti S , 30■l^ pro 
Kralt Facrjn, JWT NRC, w S- 10 pin: AHC, Th 

9-3D-1O.30 pm 
Larui. Wimlrk * l^irler: DTN. Sun » 30 10 mo 
Lamon Produrtt, Mi l 'unn- F.rlek.OB . NBC. «al 

9 3d- 111 i-ni 

Ltvn- Bfoa.i TWT: CBS, Th 9-9 30 pm: UeCann 
Krlrhinn CRS. Tli H 30-10 |im, \l. W 11 
II [•, w cat V <X P 15' ""i 

Liggett A Mynn. Cunningham A Walihl CBS, M 
\V, F 7 1j-S |ini; NHC. Hi 0-U 30 mil , fSnt 

n il an p, n 

Lincoln- Mareury. RAP CBR Bun 8fl pm 
Thomiu J. Llolon, YAH HIS, M » 30-9 pm 
Laaalnia. Ilronni CHI). »1 W F 11-11 : J& Dm 
P, Lorlllard, IAD CDS, Hun 10-10:30 pm: Li,>' 

ARC. Th 8- 311 9 nm 
Luden'a, Inf., J. M. MethD*' NBC. F 5'30-lt pm 
Mart. lor,. Lao Bumetl ARC, oil Sun S 30.8 pm 



Ludfln: CDS, Snn in.30-11 pm 

pnillp Marrli, Rlow: CDS, II 9-9:30 pm: all Tti 
10- ID .30 pO) 

Mator Piodi., Daeolieun ADDllani*. Bnctio, Wil- 
liam" A rb>.rr CRS Th 1:31-1% p:n 
Myitlk Taoa, Bnrlman: CBS, F I -IS- ? pm 
Nain-Kolvlnetor. Oeyvr: CHS. nil Tu 10-10 30 pm 
Nal'l Bltcuit. Mrt! t CBM. Tu, Th It. 11:15 am 
Nal'l Dally Prodi., Ajar: CBd. Sat 131 pm 
Noitle, Riyen lliHialon- COS. Set 8- V pm; CAP 

AHC. nil Sai II II 3U am 
Norga, J Waller TTwiDOion: CBS. Th 1 . IS. 1. pm 
Norwich Pherm.. IIAR: Clin Sun 11-11. IB pm 
Nauama, SSI'M I'RS. all P 10 3H-I1 pis 
O'Codai 1'nrr-er fl(f, all T 9 U 3U |>m 
Owani- Corning, )TStt: CDS lI Th 10:15 30 
Pabil. Wanilrk A Lcalei : CBS. W 10 pro lo ennol 
Perkard Moter, .Maion ADC. Sun 0:15-30 pm 
Pan-Am. Alrwayi. JWT ' NltC, all Sun 8-8 30 pm 
Papnr-Mnlo Pen. FCitR ARC. 1-' 7:30.8 pm 
Porkei Pnn. JWT CBS, all Th pru 
Pepil-Cola Co.. Rlmr \BC, F 4 30-9 pm 
Pharmiuautlrala. Inc., ICIrlinr fUK Tu H:30-9 pm 
Pot Milk, fSai-lnei: NBC. *-S0-9 pm 

Phlleo, Iluirhlui STIC, all >-i|. V Ml urn 
-PHInbury M|1I|. DunjalC, CBS, all W B"30 9 pan: 
M-Th 11 15.30 am; M. Tu, VV, F 2 48-3 pm 



f:l! 8 pm; NRC 



Hemlnglaa Hand, TAR' CBS all Sun 10.3011 

pci: NBC, M 9-9 10 pm 
Hevorl, ,ir tTrmirt A Kryri -\HC Pnn 6-8 10 pm 
HdvIm. Welntriub: NBC. Tu 10:30- 11 pm 
ft. J floynolda. Pat*- CHS. W 930-t" 
0 om; C11S. " 
11 3011 pm 
Reynculi Melali, Seeda. NBC Bud 7 .80- 8 pm 
HMrOeld Puking, Guild. Baaosca A Bonftjll 

A BC, Sun T-7'30 pm 
c<hleb. Tirnlnrr CHS. Mai M B pn 
Sehllb anuria. LAN' CBS F 1-9-30 pm 
Seott Poeer. JftT 1 NTJC, W »;30-9 pm 
Seiulnn C*.. E-lirarrJ Klnllan DTN F 9-9 30 pm 
Seeman Broa.. Walnlinub' CBS. Th 1-1:15 pm 
Shceflei Pen. Sa«I>: WDC, Sal 9-10 30 urn 
Sharwln- William t. FASAR' ABL*. all Th 8 JO 9 pm 
tlmm***. VtVB: CUB. all Sal 9 39-10 pm 



9-ylvanla, Cecil A 1'ieibiey: CBS. Sal I:3t-ti vas 
Tldn Water DU, L A .\ DTN. Th »a0-S pm 
Tanl Ca . Walai A riellec: CBS. all W 8-8 30 
pm: Tu, Th 10 15-11 am: Lao Burnett: CTIB 
all Th 10 30-11 pn: Tu. Th I'f 13 15 pm; 
Tnlhem-Lalrd' NBC, M T30-1*. pm 
U.S. Steal, flRPO ARC. all Tu 9 30-10 30 pm 
U.S. Trtaiia, Kudou: KBC. Th 10- 10 JO pro 
Vni Cenp 3*0 Fd., Rrhather, WDorlei A SlaJT: 

\ I1C, all Tu tn-311-ll n«i 
Vltmmln CaiS.. KPCAC: DTN, Tu 5-8:30 
Wnleh Onon Julia, DCSH SDC all F 8 1 . 
Wation Oil, FlU«erald' NBC, W. F lS'15-30 um 
Weiilnghouw. MrConn Filrkw-n LUr*. M 10 -II pr 
Wine Carg., WAO 1 DT7I, Sun 10-10 SO pTn 
UfilalfV. BAR CB". Tn B-a-»b pm 
Yardlay, Ajei . CBS, Tu 1 :S0. IB pm 
Zlago, Ajw: NBC. Sal ».H0-10 pea 



ANOTHER AVERY KNODEL REPRESENTED STATION 



CONSULT U.S. PULSE TV — NEW! 



Buying any daytime TV? 



Pulse minimum samples are many times lorger 
than maximums of other services 

U.S. PULSE TV— DAYTIME? 



TV COMPARAGRAPH OF NETWORK PROGRAMS 



m e 



SATURDAY 



Pulse 
printed 
roster 
interview 

Service A 

Diary 
Method 

Service B 
Electronic 
Recorder 



I 




25,000 minimum 
interview measurements 



Xat one penult paid for . . no inducements 

2,200 moximum diory placements 
1/3 "paid for" in premiums 
20% not returned 



700 mochines — topes subject to 
high % spoiloge. "Poid for" by 
FREE mointenonce of TV set 

1,200 MINIMUM ACCEPTABLE SIZE 
SAMPLE COMMON AS COST-CUT- 
TING EXPEDIENT IN RESEARCH 
PRACTISE 



Maximum statistical flyiciualnin hi any daytime Pulse rating is 
only 3/10 of 1 per cent! 



ULSE'S highly accurate 
verified interview measurements cost far less than 

cost-cutting substitutes "K 

* As little rffi $U>() it month for full-Pulse subscriber's 
—minimum total sample in Mai/ Issue from total V. S. 
Television papulation aie,as ritmpiixiuy ZtfMlyQ'W TV 
homes, as u}lian^n'J%-of the nation. 

WritetrfSr 



or pliant* Jtulsou fUVilii 



PULSE, /.;,'. i-5 West 4&i1t Street, N&ir i'oik 3G 



&• i-.. VM »Onu|» rtiiM I 
friactt ltmntsBili-T 
SI NT ill »k jj 



Bate* j^hr ^5000 



Gives you more total 
audience — more audience per 
dollar invested — than any 
other Atlanta TV outlet, 
because W SB-TV is 

The great AREA station 
of* the Southeast 

A reception index study of the Southeast was made in 

February, 1954 by American Research Bureau. Findings were combined 

with figures from the CBS survey, "U.S. Television Ownership 

by Counties", of November 1953. In Georgia, Alabama, Tennessee, 

North Carolina and South Carolina, WSB-TV covers 18% more 

counties than Atlanta station B; 106% more counties 

than station C. In the out-lying 25-74% effective coverage area, 

WSB-TV delivers 63,235 more families than station B, 

137,782 more than station C. We or Petry will be happy to 

show you supporting statistical evidence in full. 

Get more for your money — get on WSB-TV. 




r • 1 

■fv j 

Atlanta, Georgia 

L J 



Channel 2 with 100,000 
ivatts from 1062 ft. tower. 
Georyia's only 
full NBC service. 



Affiliated with The Atlanta Journal and Constitution 
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Salvation is here again 
for summer advertising I 



Operation 




Dynamic $100,000 summer 
sales promotion for 
Cros/ey Group Advertisers 

WATCH FOR THE BIG 

ANNOUNCEMENT 
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COMPLETE BROADCASTING 
INSTITUTION IN 



$iclu>ioncl 



WMBG 
WOOD 
WTVR 



■FM 



-TV 



First Stations of Virginia 

WTVR Blair TV Inc. 
WMBG Th« Boiling Co. 



SUNDAY SUPPLEMENT 

{Continued from page 62) 

a station can adapt its regular sched- 
ule to a ghen theme. While WXBC 
and \V\BT aired some special pro- 
grams in conjunction Willi the event, 
many were regular programs given a 
European travel slant. 

European Travrlcade was officially 
launched Thursday, 6 May, with the 
broadcast of the European Travel 
Commission banquet (celebrating the 
organization's fifth anniversary). 

The radio programing included the 
Faye Emerson Show, with special for- 
eign guests; Coy's Corner (another 
regular program, which featured mu- 
sical travel tips and a report from 
Herns, titled "Berns Roams"). A Man 
and His Music, Skitch Henderson's 
regular show, highlighted continental 
songs and Skitch 's travel reminis- 
cences. Another WNBC standby, the 
Tex and Jinx Show, featured travel 
experts including Esquire's travel edi- 
tor. The AUyn Edwards Show came 
up with a discussion between a KEM 
official and a group of students plan- 
ning a trip abroad; Folk Music oj 
Europe subbed for Music of America. 
Stan Freeman s All-Night Show, at that 
time a regularly scheduled program, 
highlighted songs from European mu- 
sicals ami light classics. 

Among the specially scheduled 
broadcasts on radio were European 
Music Calendar, a preview of music 
festivals in Europe, and a special trav- 
el quiz, So You Think You Know 
Europe, with Ben Grauer as m.c. 

On television, the Josephine McCar- 
thy cooking show was adapted to the 
European theme simply by featuring 
European dishes. "Mr. Weatherbee'' 
described general climate conditions 
for travelers abroad and Richard Wil- 
lis, fashion and beauty expert, con- 
cocted a European travel wardrobe for 
the working girl on Here's Looking at 
You. Other regularly scheduled pro- 
grams given European slants for the 
weekend were Today in New York 
villi Gene Rayburn, the Morey Am- 
sterdam Show and the Herb Sheldon 
Show. 

Special programing on television in- 
cluded Travel Film Festival which fea- 
tured shots of tourist highlights in va- 
rious countries; Vacation Round table 
and Celebrity Travel Time, in which 
various star personalities described 
their trips. 



CARS ON THE AIR 

[Continued from page 31,1 

And the independents have lost more 
than half — they're down to only 4.8% 
of the market. 

To put it another way: East year 
Chrysler and the independents had 
more than a third of the market. This 
year they have much less than Chrys- 
ler alone had last year; they share 
onh 17.7' I in sales thus far. 

Curs on the twttvorlis: Last fall, an 
even half-dozen cars were reportedly 
looking for good television vehicles 
(SPONSOR, 16 November 1953, page 
43). They were: Plymouth, Dodge, 
Nash. Packard. Oldsmobile (it spon- 
sored CBS TV's Douglas Edwards and 
the News thrice weekly but wanted an 
additional show) and Studebaker. 

Since then five of the sextet have 
found programs. Only Mudehaker 
failed to find am thing on an\ of the 
four networks. As SPONSOR went to 
press the Oldsmobile purchase of NBC 
TV's Saturday night extravaganzas had 
just been announced. Other big net- 
work buys were pending but uncon- 
firmed. They are: Eord Motors spon- 
sorship of another NBC TV program 
(in addition to Ford Theatre) ; possi- 
bility that American Motors (formed 
after Nash-Hudson merger) might buy 
NBC TV program; further network 
buvs by Chrysler Corp.. possiblv on 
MBS; sale of ABC TVs NCAA football 
coverage to big auto manufacturer. 

These are the auto independents 
not using tv: Studebaker, Hudson and 
Kaiser-Willys. Only one of GM's divi- 
sions is not using network tv — Cadil- 
lac. The rest of CM, Ford and Chrys- 
ler all are represented on the tv logs. 

Network radio presents a different 
picture. 

Only one independent — Kaiser-Wil- 
lys — is on network radio. 

Among the majors, Chevrolet, Ford, 
Plymouth, Dodge and De Soto use net- 
work radio. The Ford, Plymouth and 
Dodge buys were made since last fall. 

The rea e on for the Ford radio buy 
(Edward R. Murrow) is an interest- 
ing one: it was disclosed in sponsor's 
article last issue. "Do radio and tv 
move goods?" (17 May 1954, page 
56). 

CBS Radio Psychologist Dr. Gerhart 
Wiebe and CBS Radio Research Di- 
rector Harper Carraine convinced 
Ford that it did not have to show the 
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. . . and if you're a KCMO radio and television 
r newsman . . . you've got to do a lot more. 

KCMO's news department has won 
just about every award in the book for 
doing "a lot more." The big reason? 
They're all trained reporters . . . journalism 
school graduates. Besides pounding regular 
Kansas City news beats to get the news, 
they know how to write it, edit it, and 
deliver it from the all-important 
Mid-American angle. And complete KCMO 
facilities make the job that much more 
effective. If you're pounding a sales-beat 
in Mid-America, you can't go wrong in 
hiring the best news department in 
Mid-America . . . KCMO's Radio and 
Television news department. 
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KCMO 

KANSAS CITY, MISSOURI 

Radio - 50,000 Watts 
TV-Channel 5 
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Nat'l. Rep.: THE KATZ AGENCY 
"It's a Meredith Station" 
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OF 

MILK and fi^ONEY 

WBAY 

GREEN BAY I 
5,000 WATTS 
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Salvation is here again 
for summer advertising! 

O peration 



/i 



V 



Dynamic $100,000 summer 
sales promotion for 
Crosiey Group Advertisers 

WATCH FOR THE BIG 

ANNOUNCEMENT 



ear in order to bring people down to 
the showrooms. 

In tin* pa*t. the article observed, car 
companies* have not used radio to any 
appreciable degree because they felt 
their prothif t had to he shown. 

\nothei explanation for why auto 
companies are u>hrg more radio— and 
television came from an executive of 
a iNevv ^ oik advertising agenry which 
has an automobile account. 

The agency man said the reason is 
twofold : 

L There are tot) main cars. Almost 
everybody who wants one has one, so 
sales naturally are dropping off. 

2. The dealers seem to think news- 
paper advertising is to blame. They 
try radio and tv on the local level, get 
comments from customers about hear- 
ing the air announcements. The deal- 
ers then demand that the factor}' also 
use air media. 

As a "typical example, ' the agency- 
man told of one New York auto dealer 
he knew of who had been investing 
S3. 000 weeklv in newspapers. Results 
fell off ; the dealer turned to radio and 
tv, now invests the full amount in air 
media and apparently is getting good 
results. 

%k here the .nonet/ etunes from . 

In many cases it's the dealers who 
also pay for the national advertising — 
whether they personally approve of the 
media choice or not. although theo- 
retically dealers are supposed, to ap- 
prove any cooperative spending. 

Just who pays for automobile ad- 
vertising is a subject all unto itself. 

Even auto manufacturer ha? some 
kind of co-op fund, although it may 
not be called that. 

Sometimes dealers pay for national 
advertising through their dealer asso- 
ciations Chevrolet and Ford for ex- 
ample. 

The $ 1 .2 million Ford saturation 
liii \ in early January was paid for by 
the Ford Dealers Association. Ford 
dealers also pay for Ford Theatre on 
NBC TV. Lincoln-Mercury dealers 
foot the bill for Fd Sullivan's Toast 
of the Toivn. 

\o two co-op funds work the same 
way. Hut here* how a typical plan 
operates : 

Say you're a Stallmore Six dealer. 
You'll order an $1,800 (net) Stall- 
more Six from the factory but when 
[he bill comes it s for $I.<>25. That ex- 
tra >25 \< for the co-op fund. The fac- 



tory tells the ad agency to credit your 
account with $25 in the co-op fund. A 
record of your "deposits" and "with- 
drawals" is kept, just like a checking 
account. 

The $25 you have in the fund won't 
buy much radio or tv time. Hut sav 
you're one of the 15 or 20 Stallmore 
Six dealers in your area. ^ our $25 
goes into a fund for use in your area. 
Then one day you hear from the agen- 
cy. The agency says that, with your 
O.K. and an O.K. from the factory, it 
will run a spot campaign in your city. 
Probably the factory will contribute 
about $10 for ('very $25 yon and the 
other dealers have in the fund. 

J he agency prepares the copy or 
film, sends it to the stations, pays the 
station, bills the factory for the cost 
of the campaign and "withdraws ' the 
S25 from your account. 

Stallmore Six dealers get a state- 
ment on their balances two or three 
times a year or whenever requested. 
Some factories allow dealers to draw 
on their account* for special cam- 
paigns. 

Detroit automotive observers say an 
average of $32 a car is spent on co-op. 
There were about 6.1 million cars 
made last year, which means the co-op 
ad budgets totaled around $195 mil- 
lion. Auto industry admen estimate 
that last year's factory spending 
amounted to about $52 million. 

1 he cooperative advertising paid for 
by the dealers (like the Ford and 
Chevrolet groups) probably comes to 
$145 million. 

Institutional advertising by the cor- 
porations is thought to run about $25 
million. 

Add all this up and you get $145 
million — and many Detroit ad people 
think that's a pretty conservative fig- 
ure. They add the dealer s own adver- 
tising which boosts the total over the 
half-billion mark (more on that later 
in this story I . 

Sludehaker doesn't contribute any- 
thing to the dealers' co-op fund. Other 
manufacturers contribute from $3 a 
car (for Plymouth and Ford, where 
the dealers kick in $10 and $15 re- 
spectively I to $15 (for the Cadillac 
75, where the dealer pays $45 into the 
fund). 

Because of the fact that co-op mon- 
ey is so closely tied to actual car pro- 
duction, observers are beginning to 
wonder just where the new television 
and radio money is coming from — 
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What can you do 
with $260? 



It all depends. Friend of ours would probably lose it 

fast, playing five-card stud. A small boy might 
invest in ten thousand lollipops. Yon or we might 
pick up the check for a lot of highballs! 




ON WOAY, $260 will buy 52 one- minute spots! 



WOAY, Oak Hill, is West Virginia's second most 
powerful station! 

WOAY is 1 0.000 watts — covers 21 counties! 

WOAY delivers a total Nielsen audience of 102,200 
radio homes! 

WOAY delivers an average daily Nielsen audience 
of 51,320 radio homes! 

Write direct for full details, including availabilities. 



WOAY 

OAK HILL, WEST VIRGINIA 

Robert R> Thomas, Jr., Manager 
10,000 Watts AM-20,000 Watts FM 
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The only station 
in the rich 

KANSAS CITY 

metropolitan 



market... 

'.ooo w ATTs 




. . . beamed 
exclusively 

to KANSAS 
CITY'S 118,000 

Negro Market 

KPRS 

KANSAS CITY, MO 

Represented Nationally by 
JOSEPH HERSHEY JtcGIUVRA, INC. 




A Radio Station that hat good News 
Coverage is a Radio Station that has 
listeners. 

Because of our vast news coverage both 
locally and nationally, Evansville, In- 
diana, listeners make it a habit to tune to 
WJPSforthe NEWS. 

WJPS Is a station of specialized pro- 
gramming =- NEWS — SPORTS — 
FARM — MUSIC, along with a merchan- 
dising department that has all of the 
«sswer». A live wire station — with live 
wire programming and live wire ideas. 
Let us prove our worth to you. 

■•baft J. Mdnteth, General Manager 

iimsiNTio ir 
th» Ceanja t. Hollingbtry Company 





A RADIO IN EVERY ROOM" 

Evansville, Indiana 



particularly in view of the lower pro- 
duction figures of most makers. 

It might he that some of the tv and 
radio money is coming from newspa- 
pers. e*periaH> in view of some ap- 
parent dealer dissatisfaction. 

Last January, at the National Ad- 
vertising Executives Association con- 
vention in Chicago, delegate* were told 
that auto manufacturer must be re- 
sold on newspapers "as their basic ad- 
\ertising medium." The American 
Newspaper Publishers Associat ion's 
Bureau of Advertising, which made the 
statement, hinted that newspapers al- 
ready were feeling the effects of tv 
and radio. 

The ANI'A's ad bureau told the 
\AEA convention that "automotive 
advertising continues to be the top tar- 
get for every medium." 

Ironically, at the same time the 
AM'A was telling ;\* A EA members 
that auto makers would be a target 
from other media, Dodge Division of 
Chrysler announced it had bought one 
radio and two television programs. 

And it was only three months later 
that Plymouth began sponsorship of 
its largest network tv show to date. 
That's My Boy, on CBS TV. Plymouth 
also ran a heavy spot radio drive this 
month; it started 3 May and was orig- 
inally planned to run two weeks but 
later was extended for another two 
weeks. 

Packard and Nash also have bought 
network television since the NAEA 
convention. Packard bought the Mar- 
tha IV right Program on ABC TV: 
Nash signed for alternate-week spon- 
sorship of Danger on CBS TV. Nash 
placed a three-day announcement 
schedule on every tv station operating 
commercially in the United States 18- 
20 March. 

One of the most spectacular televi- 
sion bujs by an auto company is the 
recently announced Chrysler purchase 
of an hour every Thursdav night 8:30- 
9:30 next fall on CBS TV. Chrysler 
had sponsored Medallion Theatre on 
CBS TV until it gave up the time slot 
110:00-10:30 p.m. Saturdaj ) for Ply- 
mouth's sponsorship of That's My Boy. 

The Chrysler series will consist of 
three dramatic shows every month. 
Once a month there will be a "musical 
or variety extravaganza'' at high cost. 

Bretaigne Windust, who will pro- 
duce the program, directed the Broad- 
way production Life With Father, 
which had a record run of 3.213 con- 



secutive performances. 

L. L. Colbert, Chrysler president, 
said his company decided to sponsor 
the new programs after a thorough 
study '"to find the most effective ways 
in which Chnsler Corp. might use tel- 
evision to interest a wide audience by 
offering outstanding entertainment." 

Buick uses its Milton Berle Shoir as 
a steady advertising effort. Then, from 
time to time, Buick will buy a group 
of either network programs on a one- 
time basis or else a large number of 
stations on a spot basis. Aim of both 
t}pes of buys apparently is to get in, 
hit hard and get out. One-time buys 
of shows are to launch new models as 
well as for added sales pressure after- 
wards. 

For example to launch its models 
earh in January Buick sponsored — 
on a one-time basis — 10 network ra- 
dio programs on the four networks. 
About the s-amc time Buick also ran a 
saturation campaign in Southern radio 
markets. 

From January to March Buick 
didn't do much on a spot or one-time 
basis. Then on 31 March the car com- 
pany bought a one-time network show 
(Heart of the News on NBC Radio) 
and ran announcements on 465 radio- 
stations for three days, 

Local campaign®; sponsor suspects 
that the number of local car dealers 
who have turned to radio and tv ad- 
vertising is considerably higher this 
year than last. But only a careful poll 
of all the radio and tv stations in the 
country would indicate the exact per- 
centage of increase or dollar volume. 
Even without a station-by-station sur- 
vey, however, there are a number of 
indications of increased auto dealer 
sponsorship. 

One of these is the tally of local ad- 
vertisers which are using network co- 
op programs (a network co-op show 
is a program that goes over network 
line- nationally for local sponsorship 
at affiliates carrying the show). 

At MBS. where co-op programing 
has developed into a flourishing art, 
the number of local auto dealers which 
have signed for Game of the Day 
broadcasts is up about 8 to 10% over 
last year. Sponsorship of Game of the 
Day is about 20°t higher than it was 
a year ago. so the increase in number 
of auto dealers sponsoring it has not 
gone up as fast as for all sponsors 
combined. Nevertheless, it is expected 
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H 0 " fast? 



L ? 




Lawrence Cowen, President 
of The Lionel Corporation, 
writes : 

"The spot commercials 
you filmed for us proved 
to be extremely successful 
. , . The quality of the 
photography as well as the 
format reproduced beau- 
tifully and had fine public 
acceptance." 



HAS THE ANSWERS ON 
TRULY PROFESSIONAL 

TV FILM COMMERCIALS! 



, . the organization that gives every inch 
of film the magi6 touch of visual excitement born of 31 years 
o£ successful movie-making 

m mm . . . the outfit with the know-how and 

mechanical facilities to meet today's challenge of making 
action-impact on eyes and ears tired of the pounding of the 
commonplace. . . . 

m mm . . . with the advertising grasp to give you 
exactly what you hope to get in the visualization of your 
selling ideas . . . without question, without quibble, without 
worry as to quality. 




RKO PATHE, 



INC. 



"The Professional Company" 

625 Madison Ave., New York 22, N. Y. 
Phone: PLaza 9-3600 



31 MM 1954 
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THIRSTY FOR A 
SALES BOOST? 

Look 1 




tlial before the end of the baseball sea- 
son close to 700 local auto dealers will 
have sponsored part of tbe Game se- 
ries. 

Aside from lb- baseball broadcasts, 
.Mutual lias roughly 1,500 local adver- 
tisers hu)ing co-op shows. About 270 
»tf these arc auto dealers. 

healer f.viH'tttlitnrt'm The "aver- 
age" new cai dealer sold 138.30 ears 
last vear and spent $38.06 for local ad- 
vertising per car. according to the Na- 
tional Automobile Dealers Association. 

\A1).\ says that last year the na- 
tion's new car dealers spent an average 
of $5,266 for their own local adver- 
tising. Included in this figure is tv. 
radio, newspaper, signs and all other 
media and promotion paid for by the 
local dealer. It doesn't include dealer 
expenditure* for factory co-op and 
other advertising expenditures of a na- 
tional nature. 

This means that local auto retailers 
invested about $221 million in local 
advertising during 1953 — above and 
beyond the previously-mentioned $415 
million that Detroit insiders figure i.< 
spent on other auto advertising. * * * 



WEEK AT BBDO 

(Continued from page 35) 

We got to talking about BBDO's 
heft) $35 million in tv billings last 
\ ea r. 

"Top management here was tv- 
minded earlv,' Kowe said. "We had 
a tv department in 1913. even before 
there was commercial tv. The agency 
started experimenting with program- 
ing and commercials early that year. 
In July 1943 BBDO presented its' first 
commercial telecast. It was on WRGB. 
Schenecladv . and the sponsor was Kov- 
al Crown Cola. There were other 
BBDO clients inv olved in the early ex- 
perimentation and we used both 
W\BT and WABD, New York, in 
these experiments." 

Kowe traced the history of BBDO's 
first commercial program, which start- 
ed out as Dennis James' Carnival on 
WCBS-TV. New York, in October 
1918. It was sponsored by the Gen- 
eral Electric Lamp Division. The pro- 
j gram ran for one performance under 
that title, then returned to the air two 
weeks later as 77ie Eyes Have It with 
Paul Gallico as m.c. After other for- 
mat rev isions and title changes, the 



show finally emerged as Celebrity 
Time, sponsored by B. F. Goodrich, 
and ran until October 1952. 

Howe considered the tv department 
as informally organized but said there 
were five distinguishable parts: ll) tv 
copy and art, (2 J live and film pro- 
duction. (3 1 new program develop- 
ment. (4 1 administration and (5) ac- 
count service. The last-named group, 
Kowe explained, provided liaison in 
New 'i ork for out-of-tow n accounts. 

"You might be interested in know- 
ing/ said Kowe. "that since the Screen 
Actors Guild contract was signed last 
vear we've had a full-time girl work- 
ing on SAG problems. 

"I'd say about 90 of BBDO's 150 
clients have been or are in radio and 
tv. We have 18 clients in network tv 
using 24 shows, including about a half 
a do/en on NBC TV's Today. Lucky 
Strike is our biggest air account. 
Campbell. De Soto, General Electric, 
General Mills, I . S. Steel, du l'ont, 
Goodrich and Armstrong are big, too. 
. . . Yes, Lucky Strike will undoubted- 
lv continue with alternate-week tv 
shows. There will be Robert Montgom- 
ery Presents and ) our Hit Parade. 
Make Room foi Daddy will be taken 
over bv Fall Mall. The Montgomery 
show was the first tv show sponsored 
on alternate weeks by different adver- 
tiser>. Lucky Strike gets a lot of audi- 
ence dispersion with its alternate-week 
shows. The client is quite pleased with 
this technique. . . . Next season Luckv 
Strike will alternate two shows, Jack 
Benny will be on every other week, 
alternating with Private Secretary. ' 

if. if. if 

The girl who ties the striitgsw. At- 
that point a lively young woman came 
in. 

"Bov !" she said. "Have I been rush- 
ing around! I'm really beat!" 

Kowe introduced Claire Hanlon. 
"You remember 1 told you about ac- 
count service for out-of-town clients? 
he asked. "That's Claire's job." 

"I'm helping set up some new du 
Pont commercials on the Home show. 
That's NBC, " -Miss Hanlon explained 
breathlessly. "You ought to come over 
and watch. It's very interesting. 1 tie 
a lot of strings together. I get the 
clothes we re going to photograph, 
check things at rehearsal, all sorts of 
things. There's an awful lot to do. 
Lot of interesting accounts, too. Take 
Fedders Quigan. They sell air condi- 
tioning appliances. They started on 




Chief of N. W. Independents 
Help urn Scalp Competitors! 

You make friend with this 
mighty warrior and before many 
moon you much richer paleface. 
Chief KWJJ help you capture 
Oregon country, plenty big hunt- 
ing ground. Send smoke signs! 
now — and chief tell you secrets 
of him powerful 
strength. 



National 
Representative 
BURN-SMITH CO.. INC 



KWJJ 

JCfll S.W.tth Ave. 

PORTLAND 5, 
OREGON 




BAYSHORE PRODUCTS CO. 
Traversa City, Michigan 

w \vr\ \pni 27, m\ 

Cadillac, Michigan 
Dear si r: 

The re-ull- of the Mo»cn Dawd 
program, "A Dollar a Second'', has 
Ix-eil phenomenal already. Our April 
-ah- are iW^< over la-l vear and lite 
liall ha- ju-l started lo roll. We are 
gelling new accouni- ilaih and should 
have lOO'Tr di-Iributkm in a shori 
time. 

People who never drank wine he- 
fore are trying Mogen David. This 
ccilainly prove- ihe selling power ol 
\\ \VT\ . 

Main thanks lo all concerned for 
thi- unexpected and greally appre- 
ciated sales boost, 

\ erv truly yours, 
OlCMIDj JAMES B. BENNIGAN 
OWNER 

JBI,!:jb 



78 



SPONSOR 



Today during the winter with one an- 
nouncement a week. Now they're up to 
four a week. They're out to develop 
national distribution and 1 hear they 
moved a lot of merchandise during 
the winter. The dealers like the Today 
announcements because Fedders uses 
local cut-ins with their names and ad- 
dresses. I think it's some kind of 
co-op deal." 

She suddenly bounced up. "How 
would you like to see our test kitch- 
en? While I've got a few minutes 
I'll take you over there." 

On the way over, Miss Hanlon said, 
'"BBDO is a swell place to work. 
Everybody's friendly, nobody puts on 
airs, there isn't any office politics. I 
started here as a typist on probation, 
then I went over to publicity for a 
while." 

BBDO's test kitchen is located in a 
corner of the eleventh floor. It was 
completely equipped — • a housewife's 
dream. I noted a Crosley refrigerator, 
General Electric freezer and Detroit 
stove, all of them appliances adver- 
tised by BBDO. 

I met Grace Manney, a motherly- 
looking home economist with blond 
hair plaited in a tiara over her head. 
She was wearing a house-dress and 
was bending over a pan of small, 
square, coffee-colored cakes. 

"They're brownies," said Miss Han- 
lon. "Grace is famous for her brown- 
ies." 

"They don't look like brownies to 
me." I said. 

"Oh, they're going to be on a tele- 
vision show," said Miss Manney. "You 
can't make them dark brown. They'd 
look black. I'm working on a cream 
sauce for a tv show now. I think I'll 
make it blue." 

"They test all kinds of things here," 
said Miss Hanlon. "Tell him about 
the hot dogs." 

"A couple of years ago," said Miss 
Manney, "I tested a hot dog made out 
of tuna fish. Some New England firm 
was trying to find some way of using 
up fish, I think. Howard Johnson 
bought it, but I haven't come across 
it recently." 

"We're still working on color tv 
problems in the test kitchen," Miss 
Hanlon said. "Early this year we shot 
a white cake made out of Betty 
Crocker cake mix. It had a 'bloom' 
when it came over the color tv set. 
You know how something real white 
looks on black-and-white tv. Well, we 




"It's not genuine — 

but ain't it BIG?" 

When it comes to radio coverage of Kentucky, it's easy to go 
overboard on "bigness". Kentucky is big, all right— so big that 
you need many of the State's 50 radio stations to reach it all. 

5000-watt WAVE offers you a smarter tack — concentration in the 
big Louisville Trading Area, exclusively. This densely-populated 
market accounts for 53.9% of Kentucky's retail sales, 50.8/c 
of its food sales, 59-2°r of its drug sales — and you get it 
all with WAVE alone! 



Ask NBC Spot Sales for all the facts. 



5000 WATTS 

NBC AFFILIATE 



WAVE 

LOUISVILLE 



NBC Spot Sales, Exclusive National Representatives' 
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lie fore you complete 
your summer 
ad plans, net the facts about . . . 



Operation 



Dynamic $100,000 summer 
sales promotion for Crosley Group\ 
Advertisers 





PARKVIEW 
REXALL DRUG 
STORES 

LOVE 

KUDL 



Parkview Rexnll 
Drug Stores chose 
Kl'DL as the ex- 
clusive station in 
Kansas City when 
they launched their 
first radio campaign 

in IS years. 



for details! 




NO* *Ot TMI nt|T TlMl 
NO**l TO*M COVItAGI IO» 



CLINTON 



-IH TNI CHEAT KANSAS CITY MARK I 



J— 



painted it grev, lining regular paint. 
\\ lien w saw it on a t\ set (luring re- 
hearsal it looked like a lump of «du*b. 
We finalh painted it with coffee. liquid 
coffee. \\ e -oil of touched it up and 
it looked fine. Now, when we want to 
shoot a 'white cake' for color tv com- 
mercial experiments. Grace bakes a 
roffee-eolored cake. It's really cafe-au- 
lait. For black-and-white tv. we make 
a 'w bite cake' pink." 

^ ^ ^ 
livit Unity's ulmu muti'r: \]cn Dub 
f\ worked his way to the presidency of 
BBDO \ ia the media department. He 
spent 15 \ears there and another three 
as \ i( e president of media, marketing 
and merchandising. No one at BBDO 
suggest* this gi\es the department a 
superior -tatus or that media bu\ing is 
o\ er-emphasized at the expense of oth- 
er agenc\ functions. Hut you can bet 
your bottom advertising dollar that 
neither is it considered just another 
department. 

First stop in my media department 
tour was the office of Vice President 
Fred Barrett, director of media. A 
soft-spoken man. Barrett has been in 
the media business 34 years, more than 
11 of them with BBDO. He is a mem- 
ber of the radio-tv plans board as well 
as the BBDO plans board, top plan- 
ning group at the agency. (Members 
of the latter group are, beside Barrett: 
Duffy, the three executive vice presi- 
dents in Yeu York and Bob Foreman. 
Another member. Arthur Pryor. vice 
president in charge of radio-tv and a 
pioneer in broadcast advertising, died 
25 May. 

Barrett told me the media depart- 
ment had been reorganized early this 
year. One important result was to 
group spot radio-tv buyers I there are 
11 in New York I with newspaper and 
magazine buyers. The print and spot 
broadcast buyers had previous!) been 
in separate media groups. These were 
joined into three super-groups, eacb of 
which is almost a complete media de- 
partment. Gordon Yanderwarker su- 
pervises one of these new groups. Lou 
Millot and Austin Brew (both men 
with more than 30 years" experience 
at BBDO I head the second and Bill 
Borchert the third. Brew is a news- 
paper. Millot a magazine expert. 

There is also a network buying 
£ronp with Frank Silvernail. the sen- 
ior member, and Tucker Scott sharing 
most of the important buying and fa- 
cilities problems. Transportation and 



outdoor buying is under Dan O'Grady. 

"There are actually two ways of 
looking at bow media planning and 
huving are set up here," said Barrett. 
"1 just gave \ou the administrative 
setup. The media department is al=o 
organized b) clients. Kacb client has 
a media supervisor, either Vander- 
warker. Millot. Brew or Borchert. The 
supervisor has a media plans board 
composed of experts drawn from vari- 
ous parts of the media department. 
And he has, of course, buyers for each 
medium the client uses. The-e buyers 
are specifically assigned to the ac- 
count." 

The reason for the reorganization? 

"Well, it's easy to see that throwing 
the space and timebuyers together will 
help them learn more about other ad- 
vertising media," said Barrett. "But 
don t get the idea that they work to- 
gether constantly. It hasn't been that 
much of a change. They still spend 
most of their time in their own media. 
I don't want timebuyers to become 
space experts, or vice versa, over night. 

"There's another reason for the re- 
organization, too. With competition 
getting tougher, with advertising mon- 
ey getting tighter, the client is demand- 
ing more justification for spending 
money. In other words, we've got to 
plan better. Integrating print buying 
and spot time buying helps us do that. 

Television? "... . . Tv is the great 
'awareness' medium. It has tremend- 
ous impact, though it is rot always 
the mo-t effective in all situations. . 

Radio? "„ . . A great local service 
medium. Local radio has the same im- 
pact as a newspaper. Wbile network 
radio has suffered from the inroads of 
tv, especially at night, it is potentially 
as powerful as ever. I think advertis- 
ers have underestimated the impor- 
tance of multi-set and out-of-home lis- 
tening. But they are beginning to real- 
ize their importance. . . . We do not 
consider radio a supplementary me- 
dium. . . ."' 

Media and copy? '\ . . The agency 
attaches a great deal of importance to 
copy. More and more we buy accord- 
ing to the kind of message we are try* 
ing to put across." 

Air audiences? . , We try to pin 
down specific audiences for radio cli- 
ents. It's getting easier to do this with 
radio. Take an auto client of ours 
who wanted to put across a safe-driv- 
ing theme. What better way than to 
buv early-morning and late-afternoon 
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radio lo reach men driving to and 
from work? . . ." 

From my conversations with Barrett 
and others in the media department, I 
found a general inclination to turn 
thumbs down on media comparisons 
— especially of the cost -per- 1 .000 
kind, BBDO mediamen believe each 
medium exists because it does a cer- 
tain kind of advertising job well and 
because it has certain advantages. A 
medium is picked not because it 
reaches the greatest number of peo- 
ple at the lowest possible cost but be- 
cause it reaches the greatest number 
of right people at the lowest possible 
cost. 

Though the cost-per- 1,000 measure- 
ment offers a certain security in that 
it is something ihe media buyer can 
put his finger on, BBDO resists the 
temptation in favor of a more difficult 
kind of measurement: that of influ- 
ence. 

The network group in the media de- 
partment consists of six beside Frank 
Silvernail and Tucker Scott. There 
are also two secretaries who sometimes 
are called upon to pitch in on the 
time buying chores. 

Silvernail told me the problem of 
clearing time on radio networks is 
sometimes almost as hard as clearing 
time on tv. 

"I've been told by station men." he 
said, "one reason for the situation is 
this: When a new tv station comes in- 
to a market, local advertisers get very 
excited and begin buying time right 
away. After a while these advertisers 
find that tv costs are too much for 
them. But they've been bitten by the 
broadcast bug and so shift over to ra- 
dio. When a radio network advertiser 
begins clearing stations he finds a lot 
of time slots tied up by local people." 

The growth of tv and the complica- 
tions caused by uhf have made net- 
work planning and buying a complex, 
time-consuming task. The network 
group not only keeps close tabs on sta- 
tion facts but tries to learn as much 
as possible about station personnel, 
such as managers, to get some indica- 
tion of what policies the station will 
pursue in its drive to attract audiences. 
Often, new station personnel call on 
BBDO people for advice. The network 
group makes up bulletins on the chang- 
ing patterns of tv, network lineups and 
time clearance analyses to send to ac- 
count men. Grace Stewart, a buyer, 
screens new tv stations, works w ith re- 



search people to check overlap and the 
soundne-s of the station's figures on 
coverage, audience and uhf conversion. 

^ 3£ 3£ 

UVif-4.<> m |; <•!'<'«( hramstnrm: \ n his 

hook, Applied Imagination, Alex Os- 
born points out ". . . the creative 
power of the individual still counts 
most. . ," but adds in a later chapter: 
"Properly organized and run. a group 
can be creatively productive to an ex- 
traordinary degree." 

Osborn has in mind particularly the 
brainstorm sessions, which he first or- 
ganized at BBDO in 1939. While there 



is very little in the waj of rules for 
such serious, Osborn laid out four 
ba-dc guides: 

"I. Judicial judgment is ruled out. 
Criticism of ideas must be withheld 
until later. 

"2. "/• ree-ivheeling n is welcomed. 
The wilder the idea, the better: it is 
easier to tame clown than to think up. 

"3. Quantity is wanted. The greater 
the number of ideas, the more the 
likelihood of winners. 

"4. Combination and improvement 
arc sought. In addition to contribut- 
ing ideas of their own. participants 
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Interested in the BIGGEST Radio 
bargain in New England? 

Then try WICH the 250 watt Goliath in 
Eastern Connecticut. 



WICH 
WICH 
WICH 
WICH 



delivers a whopping share of the radio 
audience morning, noon and night. 

is in the heart of a population coverage 
of 206,580 souls. 

is in a retail sales area totalling 
$258,209,000. 

has 3fi8 FIRSTS in a survey of :J7S 
quarter hours in its coverage area. 



Here are more statistics: 



CONLAN SHARE OF RADIO AUDIENCE 



MON. thru SUN. 


WICH 

250 w. 


B 

50,000 w. 


C 

50,000 w. 


D 

50,000 w. 

- — . 


E 

50,000 w. 


F 

250 w. 


ALL 
OTHERS 


6 a.m. - 1 2 Noon 


39.4 


19.2 


10.5 


9.6 


7.8 


5.9 


7.6 


1 2 Noon - 6 p.m. 


38.1 


16.1 


17.2 


6.4 


9.2 


4.5 


8.5 


6 p.m. - 10:15 p.m. 


30.9 


18.2 


22.0 


7.3 


8.0 


6.2 


6.7 



WICH 



WICH is one of the three most powerful 
local channel stations in all New England 



NORWICH, CONNECTICUT 



Call our representative, Grant Webb at Murray Hill 8*4254. 
He'll be glad to give you the detailed facts. 
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should sugge-t how ideas of others 
can he turned into heller ideas; or 
how two or more idea- can he joined 
into -till another idea/ 

Rules are a slave, not a ina-ter at 
BBDO, so the brainstorm session I at- 
tended wasn't exactly typical. Art Bell- 
aire, who \\a> running the session, 
explained to nie: 

"We had heen holding brainstorm 
meetings on a varietv of problems re- 
volving around radio and t\ commer- 
cials almost every das from August 
until la-t month. We've gotten hun- 
dreds of ideas out of them. Now we're 
not holding theni so often — just tying 
up sonic loose strings, you might say. 
While v\e usually don't criticize ideas 
at a session, at this point we are doing 

SO. 

1 asked Bellaire how a "wide open' 
session operates. 

"Well," he said. ''You get a group 
of people sitting around a table. The 
leader of the discussion explains the 
problem at hand. There's a secretary 
to take down all the ideas suggested, 
good or bad. That's about it. The 
people just throw out ideas. Some- 
times vou ma) get 10 completely dif- 
ferent ideas, one right after the other. 



SELL THE 



GolDenlflarhef 



mA/ of 

#/10 AMERICA'S 
NEGRO POPULATION 



WDIA-- 
50,000 WATTS 




Here is a new "golden market" 
of 1,466,618 negroes! 37% of the 
total area population . , . one- 
tenth of the entire negro popula- 
tion of America! And it can t be 
reached except wilh WDIA, the 
first and only 50,000 watt station 
to broadcast exclusively to the 
rich negro market. 

TOP HOOPER AND 
PULSE RATED STATION 
IN THE MEMPHIS MARKET1 



WDIA 



—MEMPHIS, TENN. 



REPRESENTED BY 



JOHN E. PEARSON CO., 

DORA. CLAYTON AGENCY. SOUTHEAST 



At other times, someone will suggest 
an idea and others will keep on im- 
proving or adding to it. Sometimes 
someone complete!) unfamiliar with 
the problem will he inv ited so we get 
a fresh approach." 

My price of admission to the brain- 
storm session was a promise that noth- 
ing confidential would he revealed and 
that no names would hi; mentioned in 
connection with suggestions. The latter 
precaution was imposed because of the 
fear that those present would either be 
inhibited bv niv presence or would be 
just the opposite. That is. there might 
he a tendency to show off. The meet- 
ing was held in the screening room. 

Since a good deal of the session had 
to do with confidential matters, it can- 
not be reported in detail. Some facts, 
however, may he of interest. 

The group was hrought together to 
discuss tv commercials for the De Soto 
Croucho Marx show, You Bet Your 
Life. One of the problems discussed 
was how to identify the star of the 
show more closelv with De Soto 
dealers. 

Besides Bellaire and a secretarv. 
there v\ere about a dozen people pres- 
ent. Among the group was Si Costa, 
a copy group head who worked on 
De Soto print ads. Most of those 
present, however, did not work on De 
Soto at all. This cross-fertilization of 
ideas that results from such mixtures 
of people is one of the characteristics 
of the BBDO brainstorm sessions. 

Bellaire started things off by ex- 
plaining the problems. Then two De 
Soto recent commercials were shown 
on the screen. As soon as the lights 
went on, the ideas started flowing. In 
the beginning suggestions hewed close- 
ly to the commercials just seen. As the 
session warmed up, new paths Avere 
charted. 

The re was nothing hectic about the 
meeting. Nobody got up and waved 
his arms about in excitement. All 
bands were relaxed and there was no 
problem of six or seven speaking at 
one time. At one point, Bellaire 
hrought the discussion hack after it 
had wandered off into point-of-sale 
material. When an idea that had been 
mentioned at a previous session was 
hrought into the discussion bv some- 
one who had not attended. Bellaire 
mentioned the idea was not new and 
the meeting quicklv turned to explore 
new avenues. However. Bellaire also 
a^ked the group two or three times 



not to he too negative s 

The session lasted a little less than 
an hour. When it was over I counted 
the number of suggestions I had listed. 
There were 22. 

if, if, if, 

ItlllHt f-irxf in biffing*;?: spo.Nsok 
figures on total agency billings last 
year (as reported in the 28 December 
1953 issue) put BBDO third in total 
billings among all agencies. J. Walter 
Thompson was first with $161 million, 
'l oung & Uubicam second with $140 
million. The JWT and Y&R figures 
include international billings, of which 
BBDO ha, none. 

Fred Manchee, treasurer as well as 
execntive vice president in charge of 
operations at BBDO, said he thought 
it safe to sa) the agency's billings 
topped YM{'s L. S. billings. He told 
me wilh a smile: "I've heard it said 
that our hillings were greater than 
J. Walter Thompson's U. S. billings. 
Fin just telling you what I heard. 

"Anyway." said Manchee, "who 
would want to be first? There'd be no 
place to go." 

Manchee also told me: 

?sine clients spent more than 81 mil- 
lion on air advertising last year. 

About half of BBDO's clients bill 
less than $350,000. 

The agency has added 57 client's 
since the end of World War 11. 

Since the war 50% of BBDO's in- 
creased billings has come from the 
growth of present accounts. 

Total magazine billings last v ear 
were $40.8 million. 

Total newspaper billings last v ear 
were $29.1 million. 

And here's how radio-tv billing? 
have grown in recent years to reach 
the $49.5 million figure last year: 
1948. $20.0 million; 1949, $23.8 mil- 
lion: 1950. $29.7 million; 1951. $37.5 
million: 1952, $41.3 million. 

Fred Manchee, treasurer as well a? 
executive vice president in charge of 
operations, holds reins attached to a 
wide variety of service groups. He 
might be called the executive vice 
president in charge of serv ices. While 
ahout half of BBDO's advertising (in 
terms of billings I is handled out-of- 
town, ahout three-quarters of its ad- 
vertising (in terms of billings) de- 
pends on services based in BBDO's 
New ^ ork headquarters. 

I nder Manchee is the media depart- 
ment, marketing, merchandising and 
research: finance, office management. 
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personnel, print advertising produc- 
tion and forwarding. He assumed the 
post of treasurer after the death in 
November 1952 of Robley Felaiid. an 
old-time BBDO'er. (Feland joined the 
George Batten Co. in 1910 and during 
his heyday as a copywriter had 12 ads 
in a single issue of the Saturday Eve- 
ning Post.) 

It was under Manchee during the 
'40's that the marketing and merchan- 
dising activities of BBDO assumed 
greater importance as the agency was 
making its successful hid to convert 
itself from a heavily institutional ad- 
vertising agency to a packaged goods 
house. Now in direct charge of re- 
search and M&M is Vice President 
Lyle Purcell. Under him are two super- 
visors, Neal E. Tonks, in charge of the 
marketing department, and Paul E. 
Mathias, in charge of the research 
department. 

Marketing: BBDO's marketing ser- 
vices are widespread and the agency 
goes to extra lengths to urge advertis- 
ers to use them. The scope of these 
services can only be suggested by this 
summary: (1) promotional planning 
and programing, (2) trade calls and 
contacts, (3) sales or buying incentive 
programs, (4) packaging, (5) drug 
"rack" operations, (6) Negro markets, 
(7) retail store audits, (8) publica- 
tions and trade relations, (9) presen- 
tations to college graduate and under- 
graduate groups and (10) sports con- 
tact. 

Research: The department is divided 
into four parts — consumer, radio-tv, 
copy and sales and media. The con- 
sumer research section gets informa- 
tion from three panels, the National 
Panel of Consumer Opinion, a 3,000- 
family cross-section of U. S. popula- 
tion; the Onondaga panel, made up of 
1,000 families in Syracuse and Onon- 
daga County, N. Y., and a panel made 
up of BBDO's more than 1,700 em- 
ployees. Radio-tv research evaluates 
information from eight services to 
which the agency subscribes. 

Except for special jobs, marketing 
and research facilities are free to 
clients. 

Manchee is closely involved with 
research. He said his prime extra- 
curricular activity was his job of vice 
chairman of the Advertising Research 
Foundation. Regarding the soon-to-be 
released ARF report, "Recommended 
Standards for Radio and Television 
Program Audience Size Measure- 



ments," Manchee said: 

"The Deckinger committee report 
will do more than just shed light on 
the differences in rating systems. It 
will enable agcncyinen lo understand 
better why two different research 
groups get two different ratings for 
the same program. You can over- 
emphasize these differences. 1 think 
the main purpose of research is lo 
measure trends, anyway. You'll find 
a good degree of correlation among 
various research groups when trends 
are measured. 



"I I h ink it terribly important to 
measure anlo listening. The lack of 
such measurement lends to underrate 
radio. True, it i-> expensne to mea- 
sure considering it gives you a frac- 
tion of 1 he radio audience. 1 suppose 
for practical, economic reasons auto 
listening will have to be measured 
periodically. 1 would like to see multi- 
set radio figures for the home kept up 
lo date as much as possible, but here, 
loo, the ideal has to be brought to 
earth and practical economics taken 
into account. - ' 
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966,841 140% increase since '40 



BUYINC INCOME 

Total $2,046,485,000 Creater than 77 states 

Per Family $ 7,582 4th among U.5. Counties 



Greater than 74 states 
14 th among U.S. Counties 



RETAIL SALES $1,003,784,000 
Food Store _$ 287,760,000 

Auto Store $ 176,988,000 ?2nd among U.S. Counties 

Household $ 55,045,000 ?7st among U.S. Counties 
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Mam-hi'f Marled with 111)0 in 1U26, 
fresh out i>f Princeton's summer place- 
inent bureau. Regarding his rise and 
BUDO's policv of promoting from 
w itliin, lie said : 

""'1 here arc two wavs of getting 

good j pie. iiiu <-an get them from 

\our own organization, or vou ran get 
tlicMir from outside. Both methods have 
their advantage^. Hut it's not good to 
mix them. I think our record show? 
that our policy has been good for the 
agencv. Our clients seem to like the 
wa\ we operate. The average tenure 
of service o f BBDO accounts is 12 
v ears." 

'f' 

How ISItno nets new clients: 

"When it got out that we were getting 
Campbell soup," said Dave Danforth. 
"'at least 50 well-known agency people 
wrote in explaining why thev were 
the onlv ones in the world who knew 
how to sell soup. It was the same when 
we »ot the Luckv Strike account about 
five vears ago. It took us two or three 
weeks to staff the Campbell account. 
We hired only one outside man." 

The executive vice president in 
charge of client relations gave a short 
shrug. "Why should we hire outside 
men when the client picked us because 
of our brains? A new man takes time 
to break in. lie has to orient himself. 
Obviously some of the men who wrote 
in were not happy about their jobs. 
Mavbe they were in dead-ends, faced 
with some kind of office, politics or 
some oilier personal reason. 

'"People like to work for BBDO be- 
cause we're considered a hot agency. 
W e've been in business more than 60 
vears and we ll he in business 60 vears 
from trow. We have stability. We're 
not dependent on any one account. 
We have a big variety of accounts. 
We're getting heavily into packaged 
goods but we're still open for many 
lines in the food and drug field. We 
have no toothpaste, no motion picture 
account. I'm not saving we'd want a 
motion picture account. But I want to 
show there's lot of room for us to 
expand even more, even though as an 
agency grows it cannot use products 
competitive to its present clients." 




MORNING AND AFTERNOON 

JOHNNY SHAW 

SPINS THE COSPCL RECORDS 
FOR THE MID-STATE 
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VIA 

WSO K 

NASHVILLE. TENN 



Danforth ran down the 1953 bill- 
ings percentages by product category. 
Packaged goods represented 54%. 
I ndt-r that 54'', it was broken down 
as follow*: food, II"; beverages, to- 
bacco and candy, ; drugs and 
cosmetics, l' f i\ jewelrv and clocks, 
4''; publications, department 
stores, 3 r ? ; miscellaneous, 7 r { . 

In the category '"other consumer 
goods," the total came to 2b" % . Under 
that 28% the breakdown was auto, 
12^ ; insurance and finance, 2%, 
home appliances and furnishings, 
10'v; transportation, 2' r , miscellane- 
ous, 2';. 

The non-consumer and institutional 
category, once BBDO's strong point, 
totaled 18% . That includes U. S. 
Steel, du Pont, General Electric, 
among others. 

"In a way," said Danforth, "De 
Soto can be considered under the 
packaged goods category. So can ap- 
pliances, like Crosley. 

"How do we go after new accounts? 
Well, we avoid speculative presenta- 
tions. We talk facilities, experience. 
We show case histories and urge the 
prospective client to talk to our cus- 
tomers. We show BBDO commercials, 
the cheap ones, the expensive ones, the 
institutional ones, the bard-sell ones. 
If the account really gets serious, he 
can talk to the people who will work 
on the account. That's important. 
That's something we couldn't do if we 
hired outside people after we got the 
account. But we don't have a new 
business department." 

In the New York office alone, Dan- 
forth has 20 account groups, each un- 
der a supervisor. Du Pont. Campbell. 
Lucky Strike are account groups by 
themselves: otherwise, the supervisors 
average about three accounts in their 
groups. Lnder the superv isors are ac- 
count executives, junior account ex- 
ecutives, copy art and production con- 
tacts, etc. 

"Du Pont is real big account." said 
Danforth. "There are 35 different 
product advertising budgets and du 
Pont wants a written plan on each one 
every year. The advertising plan on 
synthetic fibers alone — Xylon, Dacron 
and Orion was 400 page? long. We 
| turn out for du Pont 2.600 individual 
ads in 600 publications everv vear. 
That's ju-t for print. That's about 10 
ads every working dav ." 

1 remembered Claire Ilanlon telling 
me about du Pout's campaign on NBC 



TV's show Home and decided I'd take 
a look. 

3ft Jf* 

At "JIoiiu-'' n-ith dtt Pmmts 1 walked 
into Home's world of bewildering gad- 
getrv early in the morning of 4 May. 
Home's home is large, circular studio 
described by a perimeter of blue cur- 
tains and blue canvas. There was a 
complete Crosley kitchen in one cor- 
ner, some mysterious machinery hang- 
ing from the ceiling, four Necchi sew- 
ing machines scattered around, a toy 
phonograph, a gardening box, Arlene 
Francis and a lot of cameras and 
people. 

I sidestepped a < art of what looked 
like deviled eggs being wheeled 
around. I I found out later they tiere 
deviled eggs.) On the other side of 
the cart 1 found Claire Hanlon talk- 
ing over a Nvlon commercial with 
BBDO'er Marge Fowler, who wrote it. 

"This is a fashion and home furn- 
ishings commercial.' Miss Fowler ex- 
plained. "We're advertising men's, 
women's and children's clothes made 
from Nvlon; also, Nylon sheets — 
these are new — and Nylon rugs and 
curtains." 

We walked over to the set for the 
Xylon commercial. There was a bed 
with its covers neatly folded back, dis- 
playing Nvlon sheets. The most inter- 
esting part of the set was a large up- 
ended black box with Nylon products 
attached on all four sides and black- 
boards?, pe cartoons drawn on it. The 
box was hung from an hydraulic rig 
— called a '"spiral pickup" — which 
not only moved the big. black box up 
and down but revolved it. 

Also on hand to watch the commer- 
cial were Robert Zintl. du Pont ad 
manager for Nylon: Jock Elliott, ac- 
count executive for Nylon: Russ Ho- 
ban, BBDO tv artist, who designed 
the set. and Russ Norris, also from the 
agency. Morris said he was a sort of 
market and fashion expert on Nvlon, 
but, like many BBDO'ers. was rather 
hazy about his title. He explained he 
was concerned with the end uses of 
Nylon and with what was going on in 
the fashion and home furnishings 
markets. 

Elliott briefed me: "Du Pont doesn't 
sell the products we're advertising. It 
sells yarn to manufacturers, who turn 
it into various kinds of products. But 
du Pont is interested in expanding the 
uses of Nylon. This is the first in a 
series of 13 commercials which will 
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run into June. This is a new campaign 
for Nylon, so far as air is concerned. 
We've had ads in fashion and women's 
service magazines and some Nylon ad- 
vertising on Cavalcade of America. 
But this stuff on Home has a more 
direct consumer approach than the 
Cavalcade commercials. I'm not talk- 
ing about Nylon stockings now. I m 
talking about the newer end uses of 
Nylon like sheets, curtains, men's 
slacks and so forth."' 

We went into the control booth as 
Miss Francis began rehearsing the 
Nylon commercial. The BBDO people 
crowded in behind three NBC men 
seated in front of a line of nine moni- 
tor screens. Miss Francis was talking 
about the different use? of Nylon. 
". . . like this beautiful dress I'm wear- 
ing. (SHE STANDS UP AND MOD- 
ELS DRESS) It's a Nylon mat jersey 
— one of the verv newest fabrics of 
du Pont Nvlon." (DISSOLVE TO 
SPIRAL PICKUP WITH LINGERIE 
DISPLAY: NIGHTGOWN AND 
BLOUSE.) And then, of course. I've 
discovered Nylon in so many different 
things beside beautiful lingerie and 
blouses. . .*' ( DISPLAY REVOLVES 
TO REVEAL LITTLE GIRL'S 
PARTY DRESS AND BOY'S SHIRT 
AND PANTS) 

Garth Dietrick, one of the directors 
of Home, gave terse directions to the 
cameras: "Dolly up: go back: switch 
now; dissolve to number three (cam- 
era)." As the spiral rig began revolv- 
ing, Dietrick called exoitedly. "Slow 
it down! Slow it down! What's the 
matter? It's going too fast!" 

"We had a lot of trouble with that 
thing yesterday," Miss Hanlon whis- 
pered in my ear. "I thought they final- 
ly set the right speed." 

Miss Francis stopped talking and 
on a monitor screen I could see her 
looking around inquiringly. A man 
came into view on the screen. He had 
no mike and bent down to talk into 
the mike around Miss Francis' neck. 

"Garth, the speed is set on the spiral 
pickup," he said. 

"Can't you slow it down?'' asked 
Dietrick. 

"Somebody will have to climb up 
on the rafters and fix the gauges," 
said the man talking into Miss Francis' 
mike. 

"Well, O.K. then." 

"Shall we do it now?" 

"Well, we have to get this thing re- 
hearsed," said Dietrick. 



While the speed of the spiral pickup 
was being adjusted, Elliott showed me 
around the studio. He pointed to a 
large, blue metal box suspended high 
over the studio. ■"That's the rain ma i 
chine. It also makes fog and snow. 
On order. I think they use ice cubes." 
High over the middle of the studio 
was a long metal arm. 'it's called a 
'monkey arm." They're going to at- 
tach a tv camera to it. It'll be remote 
controlled. There are still a few other 
things here not finished. There will 
be elevators all over the place. The 



center of the floor will come up, for 
example." 

After the -piral pickup was adju-ted, 
the commercial rehear>al continued 
without a hitch. 

"Well. that'.- it." said Elliott. 
"Looked good. ' 

"l"\e got to run." said Miss Hanlon. 
"I have to pick up three garters for 
a stocking display tomorrow. The 
garters will frame the denier number 
of the stockings. Gee. there are so 
many details to a tv commercial!" 

★ * * 
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MEDIA STUDY 

{Continued from fmge 37 I 




Mr, Maurer 



\ lot of trine Iras been spent on the 
evaluation ol media. Now that you 
have it evaluated, how do we use it? 

Let's just stick with one phase of 
this. Should we buy all of our adver- 
tising on a national basis; should we 
buy it all on a local basis, or should 
we bu\ some of each? 

For main vears the biggest part of 
the Wildroot budget has been spent 
nationally. We, like everybody else, 1 
believe, have had some difficulty in lo- 
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cali/iu» our national advertising. We 
also had the problem of trying to de- 
termine bow much we should spend, or 
could spend, in each of our local mar- 
kets, and we felt sure that in some 
markets we were overspending while in 
other markets we were underspending. 

In an effort to analyze this situation 
we broke the country down into 100 
markets. We did this by county defi- 
nition (you will see in a minute why), 
and there was no overlapping. This 
job took hundreds of man-hours be- 
cause we bad to be sure that we could 
trace our sales with a reasonable de- 
gree of accuracy in each of these 100 
markets every month. 

When the 100 market breakdown 
information was finally completed, we 
were able to do just this — gather sales 
figures on a monthly basis for each 
of the markets. At this point, we broke 
down our advertising expenditures into 
each of these 100 markets. This was 
possible, because, as mentioned above, 
we set it up by county definition. 

As you know, all newspaper and 
magazine circulation is available by 
counties, and the radio coverage was 
carefully figured out by the use of ra- 
dio coverage maps and B.M.B. figures. 
The other media — such as car cards, 
billboards, college newspapers, and so 
on — fell into the local market picture. 

After this was completed, it became 
clear that the only way that each of 
the 100 markets could receive its fair 
share of the Wildrool advertising dol- 
lar was to have two advertising bud- 
gets: one for national advertising and 
one for local advertising. Further an- 
alysis of the problem encouraged us 
to try and employ the strictly local con- 
cept. We started this in September 
1953 and our budget for 1954 is 89% 
local and ll r '< national. 

Here is what has been accomplished: 

1. For the first time we have been 
able to give each of our 100 markets 
the proper allocation of advertising 
dollars. 

2. The advertising presentation used 
by each of our salesmen is strictly lo- 
cal, and this is something they like 
verv much. 

3. The dealers like it and tell us 
that their salesmen have been able to 
make better use of our material than 
ever before. 

-1. The Wildroot management likes 
it because we have shown substantial 
sales increases each month since this 
plan went into eifect. 

Right now. we are working on a fur- 

'I 



ther refinement which looks vers en- 
couraging. By employing a group of 
factors, we are able to set up poten- 
tial for each of the 100 markets, and 
we are now firmly convinced that we 
w ill be able to come closer to the an- 
swer that everj body in advertising has 
been seeking, for years. That is, just 
where does the law of diminishing re- 
turns set in? 

The above has not been w ritten to 
deride national advertising. 1 am mere- 
ly tr> i ii «r to point out that when we 
look at the problem on a market b\ 
market basis, it becomes apparent that 
a combination of national and local 
advertising is the only thing that makes 
sense. 

J. WARD MAURER 
Director of Advertising 
Wildroot Co. 
Buffalo 




Mr. Harrington 



In the past 18 months there has been 
a strong swing to more use of radio 
and television advertising by our deal- 
ers in their local advertising. Recently 
the dealers' use of radio has continued 
upward, while local television has de- 
clined. 

My observation is that a balanced 
combination of television and radio at 
the local level is extremely effective; 
tv to demonstrate a feature of the 
product or dealer's service, radio to 
reinforce the urge for immediate ac- 
tion. It is my opinion that radio pro- 
duces more store traffic dollar for dol- 
lar than television. 

I don"t think media men give enough 
consideration to the out-of-home radio 
audience, probably because there are 
no audience rating figures available. 

There are some 28 million automo- 
biles with radios, and if \ ou trv to go 
anywhere on Sunday you will swear 
every one of them is on the road. We 
recently bought a Sunday afternoon 
sports round-up program on the Mu- 
tual network especially to catch this 
huge rolling audience, plus the porta- 
ble sets at the beaches and other Sun- 
day recreation spots. 

We recommend radio to our dealers 
between the hours of 7 to 9 a.m. and 
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5 to 7 p.m. weekdays to reach the auto- 
mohile commuting audience, as well 
as the at-home morning audience while 
people are dressing and eating break- 
fast and the evening audience before 
ihe big tv shows come on. 

RALPH H. HARRINGTON 
Advertising Director 
General Tire & Rubber Co. 
Akron 
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70 questions 

to consider after 

buying time 



Dr. Dichfer 

The headaches begin after you've 
bought time on radio and tv. How- 
ever, it needn't be that way. If the en- 
tire team involved in the time-buying 
operation — from ad manager through 
agency executives and media people — 
were to get the answer to 10 basic 
questions, the entire purchase-and-use 
process would be simplified and made 
more efficient. 

1. What are we really trying to say? 
Do we expect the consumer to '"go out 
and buy" right now? Do we expect 
the shopping process — such as the pur- 
chase of an appliance or automobile — 
to take some time? Do we expect the 
consumer to think about us when, as 
and if he is going to buy? Do we want 
to develop a hunger in the consumer 
for our product? 

(Check the answer for the initial 
guide as to whether you want or need 
a saturation campaign, programing 
and so on.) 

2. How do we really feel about the 
product we are selling? Do we want to 
talk about the pleasure the consumer 
will have in using the product? The 
thrill of purchasing the product? Do 
we feel our product is necessary for the 
well-being of the consumer? What do 
we think the purchase and use of the 
product will do for the consumer? 

I We start to shape the frame of ref- 
erence for the commercial. We can 
make effective decisions if we know 
what the product really does for the 
consumer— psychologically as well a> 
materially.) 

3. What kind or what kinds of peo- 
ple are we selling? Are our customers 
baying the product because it gives 
them a feeling of security? Power? 
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Social status? What arc the different 
needs of various kinds of people who 
are our potential customers? 

I Instead of just accepting the fact 
that our product sells to women, men 
over 1-0. and so on, understanding of 
the p>\ etiological U pes of om cu*toin- 
ers enable us to select just the right 
inood for the commercial as well as the 
kind of lime segments we want to buy. 
It helps us make creative decisions in- 
stead of run-of-the-mill decisions that 
ma\ ;;ive us only run-of-the-mill re- 
suits.) 

I. What docs the consumer think 



about when he decides to buy our prod- 
uct? Does he recall "Moms ice 
cream"? Does he associate the prod- 
uct with the pleasures of the future? 
Is he looking for something sleek and 
modern? Is he worried when he pur- 
chases a product like ours? Is he con- 
fronted by conflicting claims that he 
cannot evaluate and therefore faced 
with the "misery of choice"? 

( Hv understanding the kind of prom- 
ise we have to make to the consumer 
in relationship to our product, we also 
know the kind of promise the consumer 
will believe. This involves not only the 
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commercial itself but decisions as to 
whether to buy an individual program, 
use participating shows or to buy spots 
— and where all these should be lo- 
cated.) 

5. IF hat might interfere with the 
buying of our product between the time 
we deliver our sales message and the 
time purchase lahes place? Is the con- 
sumer likely to hear or see a lot of 
other commercials of competing prod- 
ucts? Are the other appeals as good as 
or better than ours? Is our concentra- 
tion giving us the '"last election eve" 
broadcast so that we are most effec- 
tive before the moment of purchase? 
Is there a psychological link between 
the commercial (and program) and 
the sales apparatus at point of pur- 
chase? 

(Here we test the commercial for 
three basic criteria: [a] degree of con- 
sumer involvement in the commercial: 
[b] degree of positive emotional reac- 
tion developed: [c] degree of mental 
rehearsal of purchase and use devel- 
oped.) 

6. What have we got that the com- 
petition hasn't, taking into considera- 
tion that their product may be as good 
as ours? What are the special attri- 
butes of our product and brand person* 
ality? Does our brand name have 
special significance? Do wc develop a 
greater feeling of trust and sincerity 
than other products? 

(In addition to affecting copy and 
plans board, the answer to this ques- 
tion provides insight into the type of 
adjacencies that are desirable or un- 
desirable. All this conies under the 
heading of "protecting the investment."' 
You have to be sure that you are real- 
ly selling from strength, either strength 
you already possess or can acquire 
through program and station associa- 
tion or through the t\ pe of commercial 
used. ) 

7. How can we make certain that 
the consumer will not confuse our 
brand with a competing brand that 
spends as much as or more than we 
do? What have we done to prove that, 
we understand the consumer better 
than do others? Have we reallv sep- 
arated our product, psychologically 
speaking, from others in the field? Do 
we reallv know where we stand in the 
consumer's rating of products? Do we> 
know whether we want to break the 
"'conditioned rellex" that associates the 
tv pe of product maink with the first 
ranking brand, or do we want to fight 
off the efforts of others to displace u« 
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if we are the first ranking product? 

(Research has shown that you may 
be selling the other fellow's brand if 
you are not aware of how the consum- 
er feels about other brands in your 
field. Similar commercials, similar 
programing and so on naturally tend 
to confuse the consumer in favor of 
the leader. The key to individuality 
is not ju^t being "different' but being 
correctly different. For instance, a sec- 
ond ranking product might actually 
ask the consumer to join in the fun of 
discovering '"our" brand.) 

8. Do we make our product sound 
like all the consumer wants it to be? 
Does it meet his "level of expecta- 
tion"? Do we come "'dressed up" in 
the manner expected of us? 

(There is a "level of expectation" of 
media, time, program and product. By- 
understanding the mood and the con- 
sumer's appreciation of your intention 
as shown to him by what you buy, we 
enhance the sales message. Many a 
good commercial has lost effectiveness 
because it was placed in die wrong 
spot.) 

9. Are we missing anybody because 
of the time chosen or the kind of com- 



mercial used? Are we mistakenly lim- 
iting our market? Are we aware of 
all the different kinds of people who 
buy our product? 

(The revolution in marketing needs 
to be recognized in the use of air me- 
dia. Food packers now know that men 
participate in family shopping — often 
spending more than women because 
they buy delicacies and foods the 
woman would not dare to buy for fear 
or being accused of wasting money. 
In a study for an oil company we 
found women represented an important 
market for gas and oil. In selecting 
shows and time slots, be sure you are 
not "including out" portions of the 
market that may be of value.) 

10. Does the program selected or 
the time chosen for spots build the 
mood for the commercial? If your 
product is in the self-indulgence cate- 
gory (soft drinks, cigarettes, for exam- 
ple), is your audience in the mood to 
"let itself go"? If you are a personal 
security product (soaps, cosmetics), is 
your audience in the mood to be con- 
cerned about itself? 

(Too often spots and programs are 
bought on the basis of ratings rather 



than on the basis of the mood required 
to sell a product. Wc have seen lower- 
rated shows do a better job for a spon- 
sor than a previous show that bad a 
higher rating because the new audience 
was more receptive to the commercial. 
While ratings offer a sometimes use- 
ful guide, it should not be the ultimate 
one. For instance, a program that of- 
fers a ' community feeling" might be 
better for drug products where there is 
a high degree of personal contact be- 
tween the druggist and customer than 
a higher- rated, impersonal network 
program broadcast into the area from 
another city.) 

Getting the answers to the above 10 
questions may tell you whether you 
want to use the "hard" sell or "soft" 
sell, the big claim or the little claim 
the sincere announcer or the animator 
approach. It will also serve as a real 
istic guide to the budget makers and 
tiniebu)ers and provide standards-in 
depth on which to base time buying 
decisions. 

DR. ERNEST DICHTER 

President 

Institute for Research in Mass Motivations 
Croton, N. Y. 
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ADVERTISING 'HUCKSTERS' 

[Continued from page 29) 

of trickery or anything objectionable 
Id llie public for any oilier reason. 
Question* of fart are left to govern- 
ment bodies and tbe Better Business 
Bureau. 

You are never identified to tbe agen- 
cy whose campaign you complain 
about. And what the agency does 
about your complaint is its own busi- 
ness No pressure follows from the 
4A s. Many agencies, however, write 
to the 4A's to say the complain! led 
them to change the offending cam- 
paign. In other eases. August Nelson 
told si'oysok: "The campaign may be 
withdrawn soon after but it's bard to 
say whether it had run its natural 
course or whether the complaint was 
a factor. ' Nelson is 4A's senior staff 
executive charged with responsibility 
for Interchange matters. 

Six months ago the 4A's added this 
feature: Agencies which get complaints 
are offered the opportunity to get the 
individual opinions of a committee of 
topnotch agency people on tbe com- 
plaint. 

Thus far agencies have elected to 
receive comments from the committee 
in seven cases of complaint. Five of 
the complaints were disagreed with 
by most of the 15 members of the com- 
mittee. The two products where com- 
plaints were agreed with are a well- 
known toothpaste and a whiskey, spon- 
sor learned. Complaints about these 
two were agreed with In the commit- 
tee on an overwhelming basis. 

Agencies which receive opinions 
from the committee are in effect get- 
ting free consulting sen ice on whether 
or not their efforts are likely to offend 
tbe public. Opinions from committee 
members have been thorough and 
thoughtful,"' August Nelson says. 

The4A's stimulates cooperation with 
the Interchange by periodically mail- 
ing invitations to agencies to partici- 
pate. Agencies which report they wish 
to cooperate receive monthly remind- 
ers to write in plus forms on which to 
list complaints. Individual offices of 
agencies participate separately. Within 
each cooperating office one executive 
is designated ut make monthly reports 
to tbe 4 .Vs. 

Reports come in at the rate of 20- 
30 a month. Of the«e 15-20 are ac- 
tually >uitable for forwarding. Yen! 
can gel a heller i<lea of the degree of 
a<ti\ii\ anions; auencics from these 



figures: 

Agencies which belong to the 4A's 
have a total of 490 offices; 2i31 of 
these member offices or about 57' { 
participate in tbe Interchange current- 
ly. There are 136 office.* of non-mem- 
ber agencies participating. 

If yon are interested in helping the 
Interchange, you can do two very tan- 
gible tilings: (lj Find out if your of- 
fice is receiving the complaint forms 
from Interchange. (2 1 See to it that 
everyone in the agency knows about 
Interchange and who lias the com- 
plaint form*. To "merchandise" Inter- 
change the 4A"s has bulletin board 
posters like the Anderson & Cairns- 
produced piece shown at the head of 
this article. You can get these on 
request. 

One agency several years ago came 
close to being asked to leave the 4AV 
following a series of Interchange com- 
plaints about ads for one of its clients. 
sponsor learned in conversation with 
admen. 

The agency was sent so manv com- 
plaints about the ads that it finally re- 
fused to receive them. Discussions 
were held in 4A's board meetings over 
whether the agency should be ushered 
out. It was decided instead to first dis- 
cuss the matter with its executives. 

After conferences with 4A's Presi- 
dent Fred Gamble, the agency agreed 
to do its best to modify the offending 
ads. The agency made the point that 
it was not to blame for the type of 
campaign (it was dictated by the cli- 
ent) and that even if it resigned the 
account no change would follow in the 
offending campaign. Since the con- 
ference several years ago, there have 
been only a few complaints. 

Bernard C. Duffy, president of 
BBDO. told sponsor in a forum con- 
ducted last issue that the agency in 
question bad claimed "another 4A 
agency was ready to take the account'" 
if it resigned it. "This excuse was ac- 
cepted, and there was some merit to 
the excuse.'" said Duffy, "but you can 
see how difficult it becomes to consid- 
er throwing out other offending ineni* 
ber-. V ii \ agency can offer the same 
excuse in the future"' (SPONSOR. 17 
.May 1954. page 801. 

David Ogilvy. too. feels this excuse 
is a poor one. " This excuse is like 
that of the man who >ays if 1 don I 
Aca\ someone ebe w ill. he told SPON- 
SOR. Ogilvy feels it's lime stricter 
"-auction.-" were imposed on offend- 
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ers. including "excommunication 
from the 4A's. 

The chairman of the 4A s this year. 
William K. Baker Jr.. chairman of the 
hoard of Benton & Bowles, said this on 
the subject of removing 4A's members 
(in the previously referred to spon- 
sor forum) : "Speaking as an individ- 
ual only, 1 think that we ought to con- 
sider being a little tougher on offend- 
ing members of the 4A*s rather than 
risking the loss of our fine" associates 
who feel disturbed and chagrined at 
what a number of fellow* members con- 
tinue to do. in spite of earnest efforts 
on the part of our Association to cor- 
rect the situation." 

Fairfax Cone, president of Foote, 
Cone & Belcling. told the 4A's meet- 
ing in April: "We have hucksters in 
our own Association and we should 
throw them out.'" 

Tlit* Better Business Bureau: The 

only non-governmental organization 
which devotes virtually full time to po- 
licing national and regional advertising 
is the National Better Business Bureau. 
With a 82(J(),0()0-i)l us budget raised 
from membership fees paid by media, 
national and regional advertisers and 
other business elements, the Bureau is 
a formidable opponent of false adver- 
tising. (On the local level individual 
Better Business Bureaus function sep- 
arately against retail and other local 
advertisers who get out of line. ) 

The Bureau concentrates on false 
claims in advertising and selling. If 
the public or a competitor complains, 
or if a staff member spots something 
suspect, the advertiser is asked to show 
proof of his claims. Most frequently 
advertisers quickly change their copy. 
Last year 211 advertisers voluntarily 
cooperated; only 15 refused. That's an 
average of 93 out of 100 cooperating. 
Facts developed in seven of the 15 
cases were turned over to the FTC. 
Says the Bureau: 

"Some indication of the importance 
of this work can be found in the fact 
that the companies involved expend 
more than $300 million for advertis- 
ing annually . They include 21 of the 
country's 100 leading advertisers.'" 

Many advertisers and agencies work 
with the NBBB on a "preventive" ba- 
sis. They come to NBBB to seek ad- 
vice about propriety of copy claims 
in advance of hroadcast or publica- 
tion. During 1953 more than 400 re- 
quests were received from advertising 



peared indicated that the claim was 
agencies for advance reading of copy. 

Kenneth Willson, president of the 
\BBB. told sponsor: "Many adver- 
tisers or agencies come to see us when 
there is some doubt in their minds 
about a piece of cop). They want to 
know in advance if it conforms to our 
standards. Our standards encompass 
government rules as well since we 
make them in keeping with govern- 
ment precedents. We're familiar with 
government regulations and can help 
the advertiser live up to them." 

Willson feels more advertisers and 
agencies could profitably work with 
the NBBB on this preventive basis. 
This is actually the approach the NBBB 
prefers. All of the non-government 
organizations which police advertising, 
in fact, prefer to work quietlv and in 
a cooperative spirit with advertisers 
and agencies. 

Because of its desire to foster close 
cooperative relations with advertisers, 
the NBBB never reveals the names of 
companies from which it has obtained 
voluntary cooperation in changing a 
campaign. But here are some exam- 
ples of specific campaigns the NBBB 
has acted on with identification of the 



advertisers omitted. 

Determent : After < iling the advan- 
tages of his product, the advertiser 
added. "That's not just advertising 
talk.*' NBBB pointed out the damag- 
ing effects of such copy on all adver- 
tising, including his own. Copy with- 
drawn. 

Automobile: A company used ra- 
dio, tv, magazines and newspapers to 
advertise achievements of cars in an 
endurance race. ''Since these claims 
were true only as to one division of the 
race, we requested that this fact be 
discdosed in future advertising, and the 
company cooperated.' says NBBB. 
Two other auto companies made claims 
which were mutually contradictory but 
eventually withdrew the claims. 

Motor oil: A leading manufacturer 
agreed to cancel a newspaper, maga- 
zine and radio campaign which ''rep- 
resented a guarantee as covering more 
territory than was actually the case. 

Ballpoint jwn; A manufacturer dis- 
continued a series of newspaper ads 
which represented the particular pen 
as the only one "approved" by certain 
authorities "when \1)BB investigation 
in several cities where this cop*, ap- 
peared indicated that the claim was 
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(■outran to the facts." 

U'ulih; A company withdrew adver- 
tising it* watches under a lifetime 
guarantee when the NBBB pointed out 
no company toda) "is in a position to 
commit its management of the distant 
future to irrevocahle adjustment prom- 
ises on which that management ma) 
later have to welsh." 

Cigarettes: One company agreed to 
drop use of a "fear" theme which im- 
plied that smokers could use its brand 
without any possibility of harmful ef- 
fects. 

Another cigarette discontinued a 
campaign which implied the brand 
would have beneficial effects on diges- 
tion and not irritate the throat. 

The NBBB has done more than work 
with individual cigarettes in its effort 
to raise standards of advertising. It 
also recommended a code for all cig- 
arettes to follow hi mid- December 
1953. The NBBB published these 
standards ''because of growing evi- 
dence that the general public bitterly 
resents the use of deceptive 'health' 
claims in cigarette ad\ertising." 

The NBBB believes there ha> been 
substantial improvement in the believ- 
al> i lit v of cigarette advertising during 
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the past few years. Kenneth Willson 
pointed out: "The big three today are 
not using medical or scientific claims 
whereas several years ago all had cam- 
paigns based on some form of medical 
claim." 

The cigarette code was developed 
by NBBB in cooperation with the com- 
mittee on national-local advertising of 
the Association of Better Business Bu- 
reau-; (which represents all the bu- 
reaus, local and national). Other joint- 
ly developed codes NBBB has pub- 
lished in cooperation with all local bu- 
reaus include recommended standards 
for automatic vending machine adver- 
tising and trade-in advertising of tv 
sets and major appliances. 

When advertisers fail to cooperate 
with NBBB in either producing proof 
of claims or withdrawing them, the or- 
ganization issues a bulletin to media 
and others. Bulletins are issued as a 
last resort only and after even other 
means of obtaining voluntary coopera- 
tion is explored. The bulletin which 
got the most attention in the recent 
past was the NBBB's blunt condemna- 
tion last February of a Chesterfield 
campaign. The campaign "implied 
that smoking Chesterfields, without 
qualification as to the health of the 
smokers, is not harmful," NBBB said. 

Another recent bulletin of the NBBB 
covered the Garden Guild of America. 
This is a company which uses tran- 
scribed radio pitches a full program 
in length to get mail orders for what 
it calls the Rose of Shangri-La. 

The rose in question is a shrub rose 
bush known botanically as Rosa Mul- 
trfiora. It is a small rose with many 
blooms per bush. The Dept. of Agri- 
culture has recommended it for use on 
farm land: it is not recommended for 
city and suburban home lots. 

Nonetheless the Garden Guild built 
a mail order pitch around the imagi- 
nary discovery of the rose in the Him- 
alaya mountains of China and its vahiJ 
as a garden rose. The copy is a collec- 
tor's item for students of the rococo. 
Here's an excerpt to roll over your 
tongue: 

'"The Rose of Shangri-La . . . the 
very same rose discovered in a hidden 
village lo>l in the vast peaks of the 
Himalaya Mountains of China > , , a 
strange unusual rose unlike any rose 
ever developed in America . . . legend 
has it that il all started some time back 
when an American mining expedition 
suddenly found themselves trapped 



and blinded by a raging blizzard in 
the treacherous peaks near the Hima- 
laya Mountains of China. Their pack 
horses vanished in the 10-foot drifts 
of snow. A superstitious guide mum- 
bled something about forbidden terri- 
tories and ran off. And when all 
seemed lost, this small desperate group 
of brave adventurers suddenly round- 
ed an icy bend in the mountains . . » 
as they rounded this bend . . . there 
before their unbelieving eyes they saw- 
cradled in the mountains, protected 
from wind and snow what looked like 
a modern Shangri-La, thousands and 
thousands of rose bushes surrounding 
an entire village. . , ." 

Other transcriptions from the same 
company give equally fantastic but 
completely different accounts of the 
"discover) ." But the NBBB states "the 
Multiflora Rose has been known and 
used in this country for 90 years." 

sponsor asked NBBB officials to 
comment on radio and television com- 
plaints in general. These were some 
of the reactions from Allan Backman, 
executive vice president, and Van Mil- 
ler, the NBBB specialist in mail order 
advertising. 

From Backman: "Tv is a relatively 
new medium. The people responsible 
for determining the acceptability of 
the advertising are not yet fully ex- 
perienced. Iheir background is not 
yet adequate for judgment. Of course 
this is not as true for the networks — 
their carefully set up radio depart- 
ments supplied personnel for tv. In 
general as the industry matures ex- 
cesses will probably decrease., 

"There seem to be more radio com- 
plaints now than there were before tv. 
This may be due to the fact that radio 
can t afford to be too choosy in select- 
ing advertisers. Mail order, bait and 
switch and phony trade-in offers are 
more frequent in complaints about rar 
dio than in pre-tv days." 

From Miller: "Mail order promoters 
are manufacturers of advertising. Usu- 
ally they do not manufacture the item 
they are selling. It's harder to get 
them to live up to a code therefore 
than it is with the advertiser who be- 
longs to one industry. We try to get 
the mail order promoter to live up to 
the code for the product he is selling. 
One problem we've had frequently is 
with the type of mail order item which 
is sold on radio through five- 10- or 
l.vminnte transcribed 'talks.' Now 
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mans of the mail order people bring 
u- their copy in advance to go over.' 

Rackinafi and Miller lold how laek 
of concern with advance planning for 
advertising -tandard- had liurt the 
growth of an entire industry. Soil 
conditioner adv ertising went hog wild 
mentis, llies -aid. due to claims of 
all the companies, Using to crash into 
the held follow ing success of a few pio- 
neers. The NBBB tried to set up a 
standard-setting conference hut failed. 
Finally the FTC stepped in and saw 
thai standards were set. Bv this time 
the public had lo»t faith iu ^oil con- 
ditioners, and the legitimate companies 
had lost headwas with their products. 
The .NBBB feels it all could have heen 
avoided had standards for advertising 
heen set early. 

Industry udvrvtisUtfi vodvs: Fre- 
cjuent K when advertising ethics in an 
induslrs touch botloin. leaders of the 
industry will get together to restore 
decent conduct. The) 'II set up a code 
through their industry association 
which provides for minimum stand- 
ards. These will cover attacks against 
competitors and how far product 
claims ean legitimately go. Copies of 

I What's 
with 
Phoenix? \ 

100*000 , 

TV Sets Soon! 

★ 

Somebody's looking! 
★ 

I LOOK AT 

KTYL-TV 

Channel 12 
NBC Affiliate 

Call Avery-Knodel 
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the code will then he forwarded to 
media to guide them on acceptability 
of advertising from members of the 
industry . 

One of the latest to adopt a code is 
Vmerican A— ociation of Nurserymen. 
The plant bu-ine— ha- been troubled 
with misleading advertising, particu- 
larly h\ mail order companies like I lie 
Garden Guild. Recently the head of 
the nurserv men's association. Richard 
White, came to Fred Gamble of the 
lA's with the problem. Gamble made 
suggestion- and they adopted a code 
which the lA's later forwarded to me- 
dia for them. 

The Better Business Bureau is a fre- 
quent "referee" in helping industries 
draw up code-. One code currently be- 
ing worked on is for retail furniture 
-elh-rs all over the L.S. This follows 
mans complaints about the quality of 
heavily advertised low-cost furniture. 

One of the industries which the Na- 
tional Better Business Bureau felt 
could benefit from a code was ciga- 
rettes. Cigarette makers, however, 
said thev were afraid to band together 
for fear of anti-trust action: the indus- 
try had been subjected to government 
action which had left a la-ting fear of 
cooperative activity. Accordingly the 
NBBB drew up a code and offered it 
to individual members of the cigarette 
industry las mentioned above I . 

A code alone, of course, isn t 
enough. It has to have teeth. NBBB 
I will act as any industry's impartial ref- 
eree in enforcing a code. If you want 
further details, write to Kenneth Will- 
son at .NBBB. 103 Lexington Ave.. 
New York. N. V. 

The rod Jo hikI !<•/(• H.sioii vudes: 

The radio code of the N'ARTB was 
brought up to date early this \ear. It 
provides, like" the niore-often-inen- 
tioned tv code, for standards of adver- 
tising acceptance: desirable length of 
commercials: good taste. 

Ml radio station members of the 
N \K I B receive copies of the code, and 
it was adopted on the basis of agree- 
ment among members of a committee 
of broadca»ter-. 

The Iv code goes a step further in 
that tv -l.ilioiis must -ubscribe to the 
codes provisions before thev can be- 
come eligible to display a seal of mem- 
bership in the code. The -eal may be 
withdrawn on indication members are 
not fulfilling their obligations. 

Here are -ome tv code highlights: 



"A commercial tv broadcaster should 
refuse the facilities of his station to 
an advertiser where he has good rea- 
r-on to doubt the integrity of the ad- 
verti-er, the truth of the advertising 
representations., or the compliance of 
the advertiser with the spirit and pur- 
pose of all applicable legal require- 
ment-."' 

Commercial*- featuring "statements, 
lis doctors, denti-ts. nurses or other 
professional people" should either in- 
volve bonafide authorities or be tagged 
as dramatized. 

In Cla-s A half-hour shows, com- 
mercial time should occupy three min- 
utes only. Participations should be 
spaced five minutes apart at the least. 
Station breaks should be 30 seconds. 

The tv code was in the public eve 
a few months ago when it insisted that 
dramatized commercials in which ac- 
tors play doctors or dentists be la- 
beled dramatizations. 

The code has helped see telev ision 
through an era in which it was severe- 
ly criticized for low necklines even up 
to the halls of Congress. XARTB be- 
lieve- that while the code does not 
work perfectly it has a high percenlage 
of adherence from subscribers. 

The problem of compliance w ith 
good standards grows most acute 
where competition is greatest. Stations 
which badly need the business are 
most tempted to carry questionable 
commercials or to double and triple 
spot. I he rationale is: "If we don't 
others w ill." 

A network president told sponsok: 
"We reject copy only to see it used 
on stations. " His remark is a re- 
minder that the problem in radio and 
tv is local as well as national. With 
more tv stations coming on the air. 
with increased pressure on radio sta- 
tions, more active campaigning for 
adherence to the broadcast codes is 
increasingly important. Said an agen- 
n man: "'And what about color? Think 
of the nauseating possibilities. 

Despite the concern of advertising 
people, it's probable that the public is 
less conscious of advertising abuses 
than you might believe. I he latest sur- 
vey which lends to support this con- 
clusion i- bv the Schwerin Research 
Corp. i see figures page 29 I. It shows, 
for example, that a majority of view- 
ers rale cigarette tv commercials as 
"good" or "fair." Manv admen would 
have anticipated a more antagonistic 
reaction. 
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To those fighting advertising's pub- 
lic relations battle, surveys which show 
the public i* essentially friendly are 
sometimes cold comfort. Periodic 
eruptions of attempts to get anti-adver- 
tising legislation are warnings of what 
cotild happen. 

Bills to limit tobacco and liquor ad- 
vertising, for example, are up for 
hearings in Congress currently. Un- 
constitutional? Probably. Unpopu- 
lar? Certainly. But assurance none- 
theless that advertising's self-policing 
efforts are in the class of practical 
necessity. 



★ ★ ★ 



ROUND-UP 

\Conliimed from page 57 1 

a KBS primary coverage map with 
KBS supplementary stations and a 
SPONSOR reprint ("How to reach small- 
town America," 22 March 1954). Ac- 
companying the material is a letter 
from Edwin R. Peterson, KBS vice 
president, outlining advantages of us- 
ing the network. 



A newly revised 27-page study of the 
Baltimore, Washington and Eastern 
Shore of Maryland Negro market is 
being mailed sponsors and agencies by 
WANN, Annapolis. The study gives 
income breakdowns, population, occu- 
pation breakdowns and other figures in 
"the $250 million Negro market." 

* * * 

Storer Broadcasting Co. has finished 
moving its national headquarters to its 
own three-storv building in Miami. 
The new headquarters is designed 
solely for the administration of Storer 
Broadcasting — said to be the largest 
single broadcast entity apart from the 
networks. The building is located at 
1177 Kane Concourse, Miami Beaeh. 

* • « 

Friend-Reiss-McGlone Advertising, 
New York, announces that its radio 
and television department has in- 
creased its billings 500% in the past 
12 months. 

* » » 

New president of the Radio & Tele- 
vision Executives Association of New 
England for 1954-55 is Benjamin Bart- 
zoff, executive vice president and gen- 
eral manager of WVOM, Boston. He 
has been in radio 32 years. Six years 
ago Bartzoff was one of the group who 
originally founded the association. 




Ira S. DeLumen 



SPONSOR ASKS 

{Continued from page 55 J 

tty IRA G. I lit II Mf.VS, manager »j <<>»< runlmli 

i.ltS Ti'U'fisittit I'rtnlttrtiiiris, \riv I nrk 

So much atten- 
tion has been 
given to televi- 
sion extravagan- 
zas, and their 
high talent and 
production costs, 
that it might not 
be amis= to re- 
mind ourselves of 
the other 95% 
of television, the 
regularly scheduled programs that you 
see week after week, carefully pro- 
duced and budgeted — the custom-made 
jobs produced with assembly line tech- 
niques. 

Production and rehearsal facilities, 
the so called "below-the-line" elements, 
which are considered by many to be 
television's major problem, are just as 
susceptible to quality control and cost 
control as any manufactured product. 

To give the advertiser the most and 
the best production for his dollar, we 
have established at CBS a flexible as- 
sembly line procedure of entering re- 
quirements, designing, estimating, re- 
vising where necessary, building and 
procuring and delivery, which gives 
the advertiser control of quality and 
cost. 

As with any assembly line, the tim- 
ing of each operation is important. 
Maximum efficiency and economy can 
be achieved only when there is suffi- 
cient time to process the job in order- 
ly fashion. Under these circumstances, 
we produce shows within the adver- 
tiser's budget, and give them an esti- 
mate of costs that for all practical pur- 
poses are actual costs. Naturally when 
requirements are received so late that 
it becomes a race with the clock to de- 
liver on time, the effectiveness of our 
pssembly line procedure is reduced. 
While we attempt to produce as eco- 
nomically as possible under all cir- 
cumstances, the plain fact is that it 
costs more to do the job on overtime 
than on straight time. But given half 
a chance, and by that 1 mean require- 
ments entered in reasonable time, and 
enough flexibility in requirements to 
use the most economical production 
elements including new effects which 
are being; constantly developed, our 
production controllers can bring your 
show in at a low cost. 
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WKJF-TV 

CHANNEL 53 

PITTSBURGH 



Looking for an economical way 
to sell the rich 2y t billion dollar 
Pittsburgh market — America's 
8th largest trading area? If so, 
it will pay you to know what 
WKJF-TV has to offer. For the 
complete story, contact our na- 
tional representatives, or write 
us today. 



OUTSTANDING 
PROGRAMS 

Your Show of Shows 
Hallmark Hall of Fame 
Mr. Peepers — Kraft Theater 
Dinah Shore — Milton Berle 

Kate Smith — Boxing 
Bob Hope — TV Playhouse 
— and many others 



WKJF-TV 

CHANNEL 53 

PITTSBURGH 



NAT. REP. — WEED TELEVISION 
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RADIO STATION 

WSAZ 

» 

HUNTINGTON, WEST VIRGINIA 
SERVING 3 STATES I 



SUCCESS 

LATE NITE 

Excellent Sales 

Job for me . . . 

(Sponsor Quote) 

600 
T-SHIRTS 
SOLD 

IN A TWO-DAY 
PERIOD AND 

ADVERTISED 

Willi/ 

ON THE LATE SHOW 



WSAZ 

DELIVERS | 
THE AUDIENCE! | 

★ 

National Representatives 

THE KATZ AGENCY 







It. A. 11". ("Xelsott" ) Harris, the man who 

(hanged the hairdo habits of millions of women 
with his Toni Home Permanent, will invade the 
§70 million lipstick market in mid-August. Harris, 
president of Toni, stated: "We are entering this 
market with a product — Viv that meets the highest 
standards and we are supporting it with the same 
aggressive sales, advertising and merchandising 
that have made Toni the undisputed leader." Back- 
ing Toni's l'il> will be a $5 million ad campaign, 
of which 7h r / ( will go into nearly 20 network tv and 
radio shows, as well as extensive spot drives. 



Divk Moore, v. p. and general manager of Los 
Angeles' KTTV, has been piloting the infant Tele- 
vision Advertising Bureau through its organizing 
days. Moore, a former ABC TV executive, was 
named as temporary chairman of the TVAB, was to 
preside at the group's first big meeting in Chicago 
at the I'almer House a week ago. By presstime 
more than 30' \ of tv stations in all parts of the f '.S. 
had actively supported the TVAB, a promotional 
bureau roughly similar to AAPA's Bureau of Adxer- 
lising in the newspaper field. "Our fob noie will be 
to gain full recognition for spot tv," says Moore: 



'tcH/jflii' Schuebel, one of radio-tv s best known 
lady executives, now heads her own agency con- 
sultant firm: Reggie Schuebel, Inc. Former partner 
Jack Wyatt (the firm was called Wyatt & Schuebel) 
has severed his connection with the consultant 
firm as well as with the Sational Segro Xetwork, 
oi which he was a v.p. Reggie, formerly radio-tv 
director of the Biow and later the Duane Jones 
agency, continues as an executive v.p. of the Segro- 
beamed AAA. I niter the Reggie Schuebel, Inc. 
banner she'll continue to serve as the Sew York 
radio-tv office of a number of regional ad agencies. 



loseuh i*. lt'if/i'iii.vou. president of Texas' 
Wilkinson. Schiwctz t?- Tips. Inc. of Houston will 
merge his agency with McCann-Erickson. The 
transition phase, during which the Texas operations 
of the two firms will be coordinated, started in 
rnitl-May. Among the \T S&T accounts being trans- 
ferred to the McCann-Erickson combination: Humble, 
Oil <£ Refining: Anderson Clayton it - Co. (lege- 
table oils I : Texas Rice Promotion ; Foley's 
Department Store. Wilkinson anil Kern Tips, 
veteran sportscaster, become VcCann-Erickson v.p.'s. 
■til oi the agency's bis accounts are radio-tv users. 
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5,000 WATTS DAY 
1,000 WATTS NIGHT 
930 KC 




TELEVISION AFFILIATE 
WSAZ-TV 
Represented by THE KATZ AGENCY 



Decide on the Network that Protects Your Time 



DECIDE ON 

Du Mont 



There's no costlier television 
experience than to lose your 
investment in a program or time 
. . . or both ... at your contract's 
expiration. This doesn't happen to 
Du Mont sponsors ... it won't 
happen to you. The Du Mont 
Television Network has always 
protected sponsors. When you 
decide on Du Mont you have a 
time franchise. 




• LOWER TIME COSTS 

You save regionally or nationally on the 
Du Mont Network. For example, in the 5 
largest U. S. markets alone, other net*A - orks 
cost as much as 12% to 41.5% more! 

• LOWER PRODUCTION COSTS 

Your savings at Du Mont on production 
facilities result in more money available for 
time buys. 



IT'S TIME TO DECIDE ON THE 



NO "MUST-BUY" PROGRAMS 

Du Mont availabilities let you "buy" or 
build and become the sole sponsor of a 
program that meets your selling needs. 



dUMONt 



TELEVISION NETWORK 



515 Madison Avenue, New York 22, N. Y. MUrroy Hill 8-2600 
435 N. Michigan Avenue, Chicago 11, III. MO 4-6262 

A Division of The Allen B. Du Mont Laboratories, Inc. 
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Hucksters and weasels 

Anyone who lias attended the recent 
meeting.* of the 4A's and the ANA or 
talked with their members will know 
that never has the advertising profes- 
sion been as concerned with the prob- 
lem of "hncksterisin' and '"weasel ism" 
as it is today. 

And ironically enough, all of spon- 
sor's findings show, never has the pro- 
fession been on as high a standard, 
reached as high a level of public ac- 
ceptance or operated with fewer "huck- 
sters" and "weasels" than today. 

How to explain this seeming para- 
dox? 

The impact of television seems to be 
one answer. A slight exaggeration or 
departure from the literal truth may go 
unnoticed in print, but spoken, pictured 
and demonstrated on tv, it is instantly 
noticed. 

Another explanation might be the 
growth of ethics in business generally. 
This is reflected in the de-ire of the 
advertisers and their agencies to raise 



their standards tou. Leaders of this 
movement the Ben Donaldsons, the 
Fairfax Cones, the Farle Ludgins, the 
Hen iJuflvs, the David Ogilvys, the 
I 'wnl Wests, the Fred Gambles and 
many many others are working hard 
to do jtis-t this, backed by the NARTB 
and its radio and tv codes. 

A third reason might be more per- 
sonal. One agency president told 
sponsor : "I ne\cr thought too serious- 
ly about il until I asked my son one 
day win In* wasn't interested in getting 
into advertising and he told ine: 'What, 
be a huckster!' " 

W ebster's New Collegiate Dictionary 
defines "huckster" as "one w hose busi- 
ness is advertising for commercial cli- 
ents, especially preparation of adver- 
tising programs for radio broadcast- 
ing; usually implying meretricious 
showmanship." 

And "meretricious"' means "of, per- 
taining to, or characteristic of being a 
prostitute." Fairfax Cone pointed out 
at the recent 4A's meeting, protesting 
the definition. 

What can be done? 

SPONSOR lias come up with some in- 
dustry answers in the article "Huck- 
sters: what you can do about them," 

starting page 27. Don't miss it. 
* * * 

The anti-uhf curtain 

An account executive told sponsor 
recently: "Our people don't buy uhf 
anymore, if they can help it. Too much 
trouble. If there's a choice, they're in- 
structed to buy V." 

In words of one syllable, the agency 
exec was saying his shop has stopped 
thinking and is now operating by rote. 

True, five ubfers have closed in the 
past two months. True. 60 of the 72 



CP's returned since April 1952 have 
heen for "u's." True they're having 
hard sledding. 

But the biggest handicap has been 
the attitude of the agency and the ad- 
vertiser. 

We thought about WHUM-TV (Ch. 
01) in Beading, Pa., where four edi- 
torials telecast the other week by John 
Deegan hroughl in 20.000 letters and 
cards. 

We thought of WDAK-TV (Ch. 28). 
Columbus, Ca., which boasts it carries 
a majority of local advertisers. And we 
remembered a long letter from WCAN- 
TV (Ch. 25). Milwaukee, quoting 
ARB to show how many of its pro- 
grams lead in town. 

What does all this show? Good pro- 
graining attracts audiences, whether 
it's uhf or vhf. National advertisers 
and their agencies who ignore the "u's"' 
may be losing a good bet. 

Watch for sponsor's provocative re- 
port on uhf 28 June. 

• • • 
Salute to Ogilvy 

Not long ago David Ogilvy, presi- 
dent of Hewitt, Ogilvy, Benson & 
Mather, was looking for a tune to use 
in a radio jingle for a grocery product. 

The tune which best fitted the words 
was Greensleeves — which is hundreds 
of years old and one of the loveliest 
and most haunting melodies ever 
written. 

If he had taken Greensleeves and 
put it to w ork for his grocery product, 
he would have been guilty of destroy- 
ing one of the greatest musical trea- 
sures of the western world. But he re- 
sisted the temptation. 

We salute David Ogilvy, 



Applause 



SPONSOR'S All-Media Advisory Board 

For 22 months 12 leaders in the ad- 
vertising profession have been helping 
sponsou maintain a high level of inter- 
est and accuracy in its 26-article Mi- 
Media F\ ablation Study. 

The 12 — George J. \brams. Vincent 
R. Bliss. Arlyn K. Cole. Dr. Frnest 
Diehter. Stephens Diet/.. Ben R. Don- 
aldson. Marion Harper Jr.. Ralph II. 
Harrington. Morris L. I lite. J. Ward 
Maurer. Raymond H. Morgan and 
Henry Scbachte — spend some $200 
million a year on advertising. 



They include a chairman of the ANA 
(Ben Donaldson), a chairman of the 
Advertising Research Foundation 
(Marion Harper Jr.), a v. p. of the 
Traffic Audit Bureau and member of 
the ANA Outdoor Advertising Steer- 
ing Com. (Ralph Harrington), an ex- 
AN A chairman (Ward Maurer) and 
an ex-ARF chairman (Henry Scbachte). 

For nearly two years they've been 
reading each article in the media series 
every other week, commenting on them, 
often supplying supplementary data. 

Why did they submit to this "labor 
of love ' when each is so busv? 



The response of one member per- 
haps summarized the thinking for all 
when he said at the beginning upon 
being asked to join the Advisory 
Board: "Yes, I think I will. Media 
evaluation is a subject that deserves 
much more study than it s getting. I 
think you'll help advertising. And I'm 
sure I'll learn a lot myself!" 

sponsor, the broadcasting industry 
and the advertising profession in gen- 
eral owe these 12 advertising experts a 
profound vote of thanks. 

For six of the board's conclusions 
on the series, see article page 3C. 
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There have been many "Famous Figures" come from 
the Heart of America. They have played important 
roles in government, in literature, in show business, 
in science and in progress. 

To an advertiser with a product or service to sell in 
the great Kansas City Trade Area, few are more 
important than the figures who symbolize The 
KMBC-KFRM Team— Casey and Kansan. 

For years, they have been turning in the top per- 
formance in Heart of America radio — program- 
wise, promotion-wise, facilities-wise and most im- 
portant, SALES-WISE! Yes, indeed, Casey and 
Kansan, famous figures are producing "Favorite 



Figures" (sales figures) for many happy advertisers. 

Another famous figure which has sky-rocketed to 
the top is that big figure 9 — with the CBS television 
eye. It's KMBC-TV backed with the same know-how 
that has spelled dominance for KMBC and KFRM. 

Any way you figure, you can hit a new figure with 
an advertising campaign on The KMBC-KFRM 
Team, KMBC-TV or both. Write, wire or phone 
Midland Broadcasting Company, Kansas City, Mo., 
or your nearest Free & Peters colonel today. 

Use the "Famous Figures" who can make your 
product into a "Famous Figure"! 
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